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GROWING MORE 
AND MORE 


The Circulation of . . . 


The 
Philadelphia 


RECORD 


For March, 1898, 


Averaged 191,988 copies every day. 
“143,047 “ ‘“* Sunday. 


The above figures are greater by 20,000 than those for the 
same period of 1897, and exceed the average daily output of Feb., 
1898, by over 10,000 copies. Yet, there’s no increase in rates — 
they’re the same, 25 cents per line daily, 20 cents per line Sunday. 


THE RECORD PUBLISHING COMPANY, 
PHILADELPHIA. 
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ABOVE ALLAQSHBRS 
IN THE BUSINESS SKY. 
Personified COMFORT 


Appears unlocking one of the 
more than TWELVE MILLION 
United States Homes. COM- 
FORT is now received in One 
Million Two Hundred Fifty-three 
Thousand Six Hundred and 
Forty-nine of them every month. 
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GREAT ADVERTISING MEDIUM. 
Words cannot convey to you 
the great good COMFORT has 
done The National Corre- 
spondence Institute. It is a 
great advertising medium, ; 
J. W. McKinley, Manager, 
Washington, D. C. 
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ONE OF THE JOYS OF LIFE. 
Sending and paying for 
our advertisement in 
COMFORT is a pleasure. 
In other words, it pays. 
HZ. C. Buchanan, 
58 Ann St., New York. 








All General Advertising 
Agents represent COMFORT. 


W. H. Gannett, Publisher, 
AUGUSTA, MAINE. 


BOSTON, John Hancock Bidg., 
NEW YORK, Tribune Bidg., 
CHICAGO, Marquette Bidg. 
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SOME ‘‘SHREDDED WHEAT” 
METHODS. 





A fair correspondent of PRINTERS’ 
InK sends the story printed below. It 
is related in a typically feminine way, 
which, however, does not at all detract 
from its interest : 

Mr. Henry D. Perky, inventor, own- 
er and eater of the Shredded Wheat 
Biscuit, has, to my mind, done some 
of the most unique and attractive of 
advertising for his product. Mr. 
Perky claims that he owes his life to 
Shredded Wheat, or ‘‘shavings,” as 
many ill-informed persons will insist 
upon calling it. According to his own 
story, he was a broken-down, dyspep- 
tic wretch with a heart full of melan- 
choly and a long bank account, though 
it is hard for me to realize such a 
combination. To improve his health, 
he tried farming, railroad building, 
and ‘‘Jawyering,” but although his 
pocket-book became quite fat, he did 
not. He decided to make a serious 
study of food, and discovered that 
wheat properly cooked contains food 
in the right proportion for every one 
of the different elements composing 
the human body, thus doing away with 
the necessity of man’s bothering to 
measure out two cups of nerve to one 
cup of muscle, etc., every time he fed. 
Then he invented the shredding ma- 
chine, ate nothing but shredded wheat, 
and now he is well, and works from 
six in the morning until ten at night, 
and never gets weary, so he says, 
though he often looks it. He has a 
son who beats all the other boys at 
baseball and mathematics, because he 
also is fed upon nothing but S. W. in 
various forms. 

Attached to the big factory at Wor- 
cester, Mass., is a laboratory and 
dining-room. The laboratory is pre- 
sided over by a cook, who whenever 
she thinks anything intermixed with 

W. would work up well, goes and 
makes it up, and then at noon Mr. 
Perky retires to the dining-room, and 
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bravely eats it. If the concoction is 
good, the recipe is preserved, and in- 
corporated with others in a nice little 
cook-book. Mr. Perky believes in 
Shredded Wheat heart and soul. 

The greater part of the newspaper 
advertising done for Shredded Wheat 
is in the shape of ‘‘readers."" A few 
days previous to the date on which 
Shredded Wheat wishes to besiege a 
town, various little paragraphs are in- 
serted in all of the leading papers, stat- 
ing that on a certain date the Hon. 
Somebody will deliver a free lecture on 
proper food and physical culture, and 
that he will tell every woman how to 
be beautiful and womanly, and every 
man how to be manly, and that the 
lecture is to be followed by cooking 
lessons, and a delicious repast, cooked 
before the eyes of the audience, and 
inviting each guest to bring her own 
fork and spoon, or she won’t get any- 
thing to eat, Accompanying the lect- 
urer is a fine English cook, and several 
pretty girl assistants, dressed in white, 
also a quantity of Shredded Wheat. 
The lectures are usually held in the 
churches of the various places, but if 
these are not obtainable, the town hall 
is hired. When the hall is filled, the 
lecturer gets up and begins. He talks 
harmony. He drags in the stars and 
tells of their beautiful behavior, though 
he does not go so far as to connect it 
with Shredded Wheat. Then he pro- 
ceeds with the idea that the human 
body is capable of anything if feed on 
the right Sonterial—thint one may no 
more build a magnificent physical 
structuré out of poor material than 
he may a stone or wood structure 
— that everything wicked and ugly 
in the world, including false teeth and 
spectacles, is the result of improper 
food. And then he usually tells whet 
a wreck he was before he ate proper 
food, and please to look at him now, 
and then he dro try, and en 
down to plain S redded Wh 
think he occasionally ~ oe over lee 
head of his audience, but then he is 
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bound to hit one or two present, and 
if the rest can not digest his words, 
they certainly can the feast which fol- 
lows. After the lecturer retires, with 
real labor dripping from his brow, the 
cooks take the floor, and make all sorts 
of nice things to eat, with Shredded 
Wheat as a basis, of course, which is 
passed through the audience, and the 
audience eats it. ‘In the meantime, 
paper and pencil is distributed among 
the ladies, and every woman is asked 
to write down her name and address. 
This is usually done willingly, and thus 
a large and valuable mailing list is 
secured, to which is mailed the little 
cook-book containing the recipes for 
preparing Shredded Wheat. Afterthe 
demonstration, many people in the 
audience crowd around the cooks, ask- 
ing all sorts of questions, and right 
here a great deal of effective advertis- 
ing is done, and moreover advertising 
that is not likely to be forgotten. 

This programme is carried out all 
over New England, judiciously backed 
up by numerous effective readers, both 
short andlong. The lectures are really 
amusing and instructive, and the talk 
is pounded directly into women, the 
real buyers of such an article, and in 
a way that they are not likely to forget. 
Moreover, it efficiently conquers one 
great disadvantage of Shredded Wheat, 
and that is that it teaches how to eco- 
nomically make many really delicious 
dishes of seemingly unpalatable stuff. 

In addition to the lectures or cook- 
ing-schools, as they are called, Mr. 
Perky makes lively use of a little book, 
called ‘‘The Vital Qiuestion,’’ which 
tells how Shredded Wheat is made, 
why it should be eaten, and contains 
over a hundred really good recipes for 
its preparation. He has utilized the 
directory of New England, and com- 
mencing at the beginning, has sent a 
““V. Q.’’ as we used to term them in 
familiar conversation, to every name 
in the book. He also prepares elab- 
orate luncheons, based entirely upon 
S. W., and invites influential citizens 
to partake of the same. And every 
one, everywhere, has a standing invi- 
tation to visit the factory at Worcester, 
and see for himself just how the 
whole wheat berry is turned into the 
little brown biscuits. 

Mr. Perky is also the inventor of a 
remarkable game, which he claims is 
the affair which made the Greeks so 
beautiful, and which is advertised in 
connection with the wheat, the idea 


being that people must exercise prop- 
erly as well as eat properly, or there 
will be trouble. There is a large 
room attached to the factory, into 
which Mr. Perky, with his retinue, re- 
tires after luncheon, and plays tag, 
and the above mentioned game. 
was somewhat startled at first to see 
the honored gray hairs of this invent- 
ive gentleman flying around in such a 
manner, but gradually I became used 
to it, and gave him as good as he sent. 
He had Mr. J. E. Powers out there 
one time, and told me that he induced 
him to try the game, which he (Mr. 
Powers) solemnly averred did him 
worlds of good, and I believe Mr. 
Perky believes to this day that any 
good work the said Powers has done 
since is directly traceable to the lunch- 
eon and the game. 

Taking everything into considera- 
tion, it will not be Mr. Perky’s fault if 
every one in New England does not 
know of Shredded Wheat. Of course, 
it all costs a lot, but then his bank ac- 
count is large, he seems to enjoy it, 
and what is better still, it really sells 
Shredded Wheat, lots and lots of it. 

sditgceeciaaennh-sibeiee 
H. R. 9076. 

In the House of Representatives, March 
14, 1898, Mr. Henderson introduced the fol- 
lowing bill, which was referred to the Com- 
mittee on the Judiciary and ordered to be 

rinted: “A Bill to regulate the use of the 

nited States flag and official publications of 
the United States. Be it enacted by the 
Senate and House of Representatives of the 
United States of America in Congress assem- 
bled, Tnat on and after the approval of this 
Act it shall be unlawful for any person, firm, 
company, corporation or association to print 
upon or attach to the United States flag any 
business advertisement; and also it shall be 
unlawful for any department bureau, officer, 
or employee of the United States Govern- 
ment to print upon or attach to any official 
publication of the United States Govern- 
ment, or any ney a permitted to circu- 
late through the U. S. mail under frank, any 
business advertisement, or to use such publi- 
cations in any way as advertising mediums. 

“Sec. 2, That any person using the United 
States flag or any publication of the United 
States Government, or any publication per- 
mitted to circulate through the United States 
mail under frank, for advertising purposes in 
violation of this Act shall be subject, on con- 
viction thereof, to a fine of one hundred 
dollars.” 


BATES ON EMERSON, 

I do not know of amy American writer who 
expresses himself with so much force and 
clearness as Ralph Waldo Emerson. His 
sentences are short. He makes use of few 
unusual words.—C. A. Bates. 


HOW ABOUT THE PROOFREADERS? 

Does anybody ever read*or pay any atten- 
tion to the books that are issued to advertise 
cities or towns ?—Chas. A. Bates. 
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CINCINNATI.* 


ADDISON ARCHER SENDS ‘‘ PRINTERS’ 
INK” A FEW SAMPLE OPINIONS OF 
CINCINNATI ADVERTISERS. 





The following are some interviews 
with Cincinnati advertisers. They are 
confirmatory of the universal opinion. 

Mr. Kahn, advertising manager of 
the Fair Department store, which 
reaches out largely for the middle class 
trade, said : 

“The Post is the best paper we 
have. After that 1 would place the 
Enquirer.” 

*‘What about the 7imes- Siar?” 

‘‘The Zimes-Star-gives excellent re- 
suks for the money expended. It has 
grown wonderfully during the last two 
years. It has a solid, reliable tone 
that seems to make it a favorite among 
the better classes. The Commercial 

Tribune is a good paper, and I don’t 
see why it isn’t more of a success.” 

Mr. I. S. Deutsch, general mana- 
ger of the George W. McAlpin Co., 
said: ‘‘The /’ost is our best paper for 
advertising, the Zmguirer next, and 
the 7imes-Star and Commercial Trib- 
une are about on a par. The 7imes— 
Star is getting better every day.” 

Mr. J. L. Ruskin, advertising man- 
ager for Klein’s Furniture House, said: 
‘Ours is an installment trade, ap- 
pealing almost altogether to the work- 
ing classes. We find the Postto be 
the very best medium. Working men 
have not time to read the morning 
papers during the week. We adver- 
tise heavily in the Sunday Enquirer, 
and as a result find that our Monday's 
business exceeds that of any o:h-r day. 
We get great results from the Post in 
the way of mail orders. We get orders 
from Alabama and Tennessee and West 
Virginia, as wellas from the immediate 
surrounding territory. We get mail 
orders asking for goods that we adver- 
tised six months and a year ago. If 
we wanted to reach the best class of 
people we would use the 7imes-Star. 
The 7imes-Star is growing like every- 
thing and is getting better every day. 
To reach the business men we would 
use the Commercial Tribune.” 

Mr. Ruskin has made a close study 
of advertising conditions of Cincinnati, 
and has-devised a very ingenious order 

* Nore—Advertisers and others who are inter- 
viewed in the interest of PRINTERS’ INK are re- 
quested to take metios: ‘ed the interview is at the 
expense -;" and = th a favor to 

INTERS’ cies rs be paid by 


the + 4 ‘for the interview, or tor pu 
lication thereof in PRINTERS’ 1NK. 
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blank which shows to a certainty which 
paper is to be credited with the cus- 
tomer. 

Mr. D. E. Hayman, manager of the 
Smith-Kasson Shoe Company: ‘ For 
cheap goods the Post can not be beat. 
The Zimes-Star is good for the best 
class of trade. It is a clean paper that 
is constantly improving, and is a paper 
which any man is willing to take home 
and let his family read. The Sunuay 
Enquirer is,of course,a valuable adver- 
tising medium. I do not know so 
much about the Commercial Tr.bune, 
as we do not use it much,” 

Mr. A. R. Gilfillan attends to the 
local advertising for Oskamp, Nolting 
& Co.,the wholesale and retail jewelers. 
He said: ‘‘ The Znguirer is the best 
medium for out-of town business, al- 
though we.use all the papers, The 
Post is all right for the city trade, and 
the 7imes-Star and Commercial Trib- 
une reach an excellent class of people.” 

Mr. Howard Barney, advertising 
manager for the Robert Clark Book 
Company, said: ‘‘ Book advertising is 
different from any other line. Me- 
diums that are good for other merchan- 
dise may not ring such great returns 
for books. The Commercial Tribune 
and 7Zimes Star reach a highly cult- 
ured class of people, who read the best 
books and lots ot them. The Post and 
Enquirer seem to reach everybody, but 
we find that it is best to advertise low- 
priced books in these papers. For in- 
stance, a few months ago we had a 
special sale on our Encyclopedia. of 
American Literature. I kept a careful 
record of the orders we received on 
this, and find the Post and Znguirer 
credited with a large per cent of them. 
Most of the returns fromthese two pa- 
pers are from mechanics and laboring 
men generally. Curious to note, out of 
several thousand orders there are but 
two or three preachers and not very 
many school teachers. The Commer- 
cial Tribune and Times-Star have ex- 
cellent book reviewers on their staffs. 
I regard the work of Mr. Appleton, of 
the Commercial Tribune, as exceed- 
ingly clever. He has gotten away from 
the old form and stilted style of telling 
about books and gets at the meat of 
the matter in a breezy way that satis- 
fies the reader and makes him look 
f-r that department the next time. 
We make a careful study of all the 
newspapers as to the class of people 
they reach, and advertise in each pa- 
per the Looks that we think will ap- 
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peal to those classes. Consequently 
we get good returns from our adver- 
tising, and so they are all good papers 
if you know how to use them.” 

Mr. W. R. Johnson, who manages 
the Cincinnati advertising of the Cope- 
land Medical Institute, says: ‘‘ We 
spend $18,000 a year for advertising 
in the Cincinnati papers. We find that 
the Postand Enguirer bring us greater 
tesults than any other papers. We 
use the Zimes-Star occasionally with 
satisfaction, but have found that the 
Postand Enquirer cover the field. The 
Post brings us returns in our mail de- 
partment from all over Ohio, Indiana 
and Kentucky, and from parts of West 
Virginia, old Virginia, Alabama and 
Tennessee. The Znguirer gets us in- 
quiries from all over the United States, 
from Maine to California and from the 
Lakes to the Gulf. I consider it one 
of the most remarkable papers in the 
country. It is read everywhere and 
. by everybody. I do not regard it asa 
highly moral paper, but its manage- 
ment seems to have hit upon the right 
idea to gain popularity and hold it. 
As to the Commercial Tribune, we do 
not use it. Have never investigated 
it very much. Before the consolidation 
we used the 77tbume with some suc- 
cess.” ADDISON ARCHER. 
+e 

AGAINST DEPARTMENT STORES, 

An organization exists in Buffalo to-day 
directed against department stores, entitled 
the “Single Line Dealers’ Association of 
the State of New York.”’ Its list of mem- 
bers includes all lines of retail trade, as well 
as many professional men. A bill emanat- 
ing from the Association referrred to pro- 
‘ies a set of taxes on dry goods stores deal- 
ing in other commodities, the effect of which 
is to prohibit the business. Eighty classes of 
goeds now dealt in by the cepartment stores 
are specified and these arearranged in thirty- 
six groups. No store in a city of 10,000 popu- 
lation or over shall be used for the sale of 
goods where other goods are kept for sale or 
sold than are comprised in any of these 
Classes or groups, except by obtaining licenses 
from the mayor. Such prohibited use of a 
store is constituted a nuisance. For selling 
the goods comprised in one of the groups, as 
dry goods or furniture, the store must pa 
an annual tax of $1. For adding to its busi- 
ness a second group, it must pay $100; for a 
third, $5,000; for a fourth, $10,000; for a 
fifth, $20,000: for a sixth, $40,000; for a 
seventh, $80,000. By paying $100,000 a year 
it may add any or all of the other groups. In 
other words, a department store must pa 
that sum in order to continue its present busi- 
ness.— Retail Butchers’ Review. 


ascneteseniebaniaiiaWertisinie 
BOOK ADVERTISING. 

The advertising of books is commonly as 
stupid as anything that appears in the paper. 
Apparently the writers employed tc get uv 
book advertisements never read the volumes 
they commend.—National Advertiser. 
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FOR DRUGGISTS’ ADS. 

In the March number of Advertising For 
Druggists (North Adams, Mass.) Mr. C. A, 
Bates has an article on how retail druggists 
can advertise their own special preparations; 
and among other things he says that they 
can incorporate the following arguments in 
their announcements : 

I make this cough syrup myself. 

I know precisely whut goes into every 
bottle of it. 

1 use none but the very purest, freshest and 
most reliable drugs. 

I make it in small quantities. When you 
buy it you get it as it ought to be—it hasn’t 
lost all, its virtues by standing around on 
shelves and in warehouses for months. 

There isn’t anything theoretical about it. 
It is the result of long and careful study. 

It is compounded of just the right propor- 
tion of the drugs having just the proper 
curative qualities. 

It not only ought to cure—it positively 
does cure. 

1 don’t urge its sale because I make it my- 
self. rec d it b am thor- 
oughly convinced that it is the best cough 





bay 2 made. 
It has cured many severe cases that would 
not yield to any other remedy. 

I confidently advise you to use it because I 
know it has cured and will cure. 

There isn't any great secret about cough 
medicines. Any pharmacist knows what the 
leading cough medicines are made of and 
just how they are made. I make what I be- 
ieve to be a far better cough medicine than 

other that can come to my notice. 

ou know that I use none but the best 
drugs—that I use the utmost care in com- 
pounding, everything that goes out of my 
store. hen you buy a medicine of my 
preparation you can feel perfectly secure. 

If it isn’t what I claim it is, I'm right here 
on the spot where you can get hold of me. 
not away off in Boston or New York out o 

our reach. If anything you buy of me 
isn’t right, you know you can always get 
your money back by asking for it. 

And so on, ad infinitum. 





o>—___—__ 
THE MESSAGE IN 1HE POSTER. 


There must be a message in the poster the 
same as in any other advertisement. me 
poster artists seem to be of the opinion that 
the poster should advertise their art rather 
than that their art should advertise the 
wares. The striking picture is good, but the 
strising picture is not the only necessity. 
Colors that attract, arranged into pictures 
that attract, should have a message which 
will appeal to the mind while the poster ap- 
peals to the eye.—Advertising World. 








THE PAPER OF LARGEST CIRCULATION IN THE 
UNITED STATES, 
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THE LITTLE SCHOOLMASTER COMPELLED TO 
APOLOGIZE. 


PRINTERS’ INK has had a great deal to say about ad- 
vertising contracts made with the Chicago Record and a 
few other papers at 1-17th of a cent a line for each thou- 
sand circulation, and has plainly indicated a belief that no 
paper could be found with a lower schedule of rates: but 
it seems that the Little Schoolmaster was lamentably in 
error, for in Salem, Massachusetts, there is an evening pa- 
per called the Mews that prints more than 16,000 copies 
daily, and whose regular rate for yearly advertising is ab- 
solutely less than 1-24th of a cent a line for each thousand 
circulation. The Little Schoolmaster offers a most humble 
apology to the Evening News of Salem. 
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As this family have now been before the public for nearly a quarter of a 
century, their pictures are of interest. The senior Mr. Isaac Pinkham, husband 
of the famous Lydia, lost his fortune and health in the panic of 1873, and this 
fact led William, an energetic son, to suggest to his mother that the medicine 
she had been giving away to help ‘‘ suffering sisters” could be made a saleable 
article, and possibly retrieve the fortunes of the family. He prepared a descript- 
ive circular, which, with his brother Daniel’s help, was distributed liberally 
from house to house in nearby towns and cities, thereby gaining quite a trade. 
Finally newspaper advertising was used for better publicity and profit, the face 
of the ‘‘ noted but untitled woman” appearing in most of the newspapers of the 
United States. William and Daniel both died within a short time of Mrs. Lydia’s 
death, which occurred in May, 1583. A corporation was formed about this 
time, and the work was taken up by Charles H., an elder brother, who still 
continues in charge of the business. His wife after that assumed charge of 
the correspondence, and is the ‘‘ Mrs. Pinkham’’ who answers letters and gives 
advice. Presumably most of it results in selling more ‘‘ compound” at $1 per 
bottle. The firm is doing a large amount of unusually clever and prominent 
advertising, which, it is claimed, is very profitable, 
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Wt your name 


ona postal card 
for a free specimen 
copy of The New 
York Times Review 
of Books and Art, 
issued every Saturday. 
The best and least ex- 
pensive literary pub- 
lication in the world. 
One dollar per year 
(fifty-two issues), in- 
cluding regular news 
pages of The New 
York Times. 


Send your name and address to The New 
York Tim:s. 40 Park Row, New York. 


The New York Times 


«All the News That's Fit to Print.’’ 
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Put your finger on 
<your pulse RR 








THE tendency among many advertisers appears to be to substitute pretty 


feminine hands for faces in their announcements. 


Ayer (from whose recent 


full-page advertisement in the Youth’s Companion the reduced reproduction 


above shown is taken) and Pabst have started the innovation. 


us as the pretty faces have? 


Will it inundate 








THEN AND NOW. 

Advertising as an art is essentially modern. 
In ancient times, when the world was smaller 
and the artisans fewer, reputation was the 
thing that the worker depended upon. The 
would-be purchaser could not go astray. If 
he wanted a pair of new cymbals, a new lyre 
or a new flute or pipe; he was not ilde: 
by a thousand competing houses. Such and 
such a man, so he was told, could fill his 
order, and the customer went to the work- 
man. Then again, certain nations worked 
at certain specialties, and there was but one 
place to go to get certain merchandise. Only 
the wealthy were ever moved to make pur- 
chase of such luxuries as fine garments, jew- 
elry or personal ornaments, books, hangings. 
pictures or the like, and there was no n 
of spreading broadcast over the land price 
lists, catalogues or circulars. But we have 
changed all this. There.are so many would- 
be buyers nowadays, so many competitors in 
trade, so many workers in wood, metal, 
leather, glass, porcelain, paper and hundreds 
of other materials, that the would-be pur- 
chaser is bewildered by the opportunities 
offered him. He can’t for the life of him 
visit each establishment, and so he writes for 
price lists, es, circulars, testimonials, 
etc., and they rain upon him like the leaves 
in. Vallambrosa. He has reading matter 
enough to last him for a twelve-month and 
pictures and cuts and chromos to fill the 
children’s scrap books for months to come. 
‘And if he be ax observing man, he will note 
that there is a certain literary character to 
this vast mass of printed matter—a certain 
“tone” or “style” that makes it different 
from any reading matter that comes under 


his notice. And he also notes that some of * 
this printed matter is more entertaining and 
interesting than others, and he even discovers 
that some of these catalogues are really quite 
works of art and so well-worded, so daintily 
composed, so full of quaint conceits and novel 
ideas that he finds himself quite attracted by 
them, and. reads them over and over again. 
This is one of the factors that lifts the modern 
“ ad" into the real domain of literature.— 
American Art Journal. 


—- +o 
YELLOW JOURNAL ASPIRATIONS. 
A county editor who aspires to the glaring 

style of journalism called ‘‘ yellow” sud- 

denly realized that he had failed to illustrate 
the pen with which President McKinley 

a the $50,000,000 appropriation bill. To 

offset the oneeeans he printed next day pict- 

ures of the following articles: An abso- 
lutely faithful reproduction of the shirt 
stud which the President wore when he sat 
calmly signing the document ; the brush 
with which he brushed the hair from his 
brow after performing his morning ablu- 
tions; the leg supporting the table upon 
which the bill reposed for some time; the 

President's shoe-string ; the hieroglyph (prob- 

ably a secret message from Havana) which 

a lynx-eyed artist-correspond d d 

on a piece of blotting paper; the President's 

collar button ; the tank upon which he nearly 
step’ after arising from slumber and one 
of his suspender buttons.— /aunton (Mass.) 

Gazette. 





Beware of the paper regularly printed on 
too expensive saock. Small editions are the 
rule in such cases,—WV. Y. Electrical Review 
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Of Interest to Advertisers, 


“The ‘News’ receives a monthly report 
from the large cities in the country giving the 
advertising record of the principal newspapers. 
We have before us the record for several years, 
including that of the Baltimore newspa- 
pers. * * * Our figures show that the 
HERALD, under the management of Mr. 
Wesley M. Oler, has distanced all past records 
made by that journal.”—From the Baltimore 
“News,” Dec, 23, 1897. 


Why do the Morning, Sunday 
and Weekly Heratp show such 















gains? 





Because it pays to use their ad- | 





vertising columns. Because they 





go into the homes of Baltimore's 





best people, reach the neighboring 





towns and circulate among the buy- 





ing classes. 


THE HERALD PUBLISHING CO., 
BALTIMORE, MD. 







THE S. C. BECKWITH SPECIAL AGENCY, 
Tribune Building, New York. The Rookery, Chicago. 
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PATENT MEDICINE TESTIMONIALS 


It is a popular impression that testi- 
monials for patent medicines and sim- 
ilar articles offered for sale are paid 
for or are secured by other induce- 
ments ; and in many cases this may be 
true, but in New York the other day I 
was told by the advertising manager of 
a much-advertised remedy that thou- 
sands of people are so ambitious to see 
their names and their faces in print 
that they send in volunteer certificates 
and offer their photographs to be used 
at the pleasure of the manufacturer. 
Even women by the thousands court 
this terrible notor ety. Many of the 
testimonials are genuine and consci- 
entious and come from people who 
believe that they have been cured, and 
not only want to express their grat- 
itude but convince other sufferers « f 
the efficacy of theremedy. Such cer- 
tificates are, of course, highly appre- 
ciated, and they are filed away for 
public or private use. ‘! he testimo- 
nials are so numerous that nearly every 
patent medicine manufact:.rer has his 
department to attend to this branch of 
the business. Several clerks are neces- 
sary, who first assort all that are re- 
ceived and lay those which seem to be 
genuine before experts for examination. 
And men become so skilled in this in- 
spection that they can detect the false 
from the true with almost unerring 
accuracy. Special cases are inves- 
tigated either by further correspond- 
ence or by reference to the nearest 
druggist or in some other manner. 
The fake testimonials are packed away 
in chests for temporary preservation, 
but are usually destroyed at the end of 
the year when there is no longer any 
prospect of needing them. But the 
genuine ones are filed in reference 
cases by States and counties, and in- 
dexed so that they can be referred to. 

Twice and often three times as many 
testimonials are received in the winter 
as in the summer, which is due to the 
fact that the country people have 
more ieisure to think and write and 
use more patent medicines in the 
winter than tkey do in the summer. 
They spend long winter evenings talk- 
ing over their pains and aches and 
the different remedies they have used, 
and the natural result is an acknowl- 
edgment to the manufacturer. Many 
of the writers ask money compensa- 
tion for their testimonials or a free 
bottle of the remedy. Others offer 
to give a testimonial if money or 


medicine is sent to them. ‘These let- 
ters are never replied to, but when the 
inspectors find genuine expressions of 
appreciation they are usually acknow]l- 
edged with thanks, and permission is 
asked to use them in advertisements. 
Sometimes these volunteer witnesses 
are asked for their photographs. 

My friend tells me that the Lest re- 
turns from patent medicine advertise- 
ments are from the I-cent daily papers 
in the large citics. The religious 
papers come next and parers for 
women are third in value. There will 
be more busine~s from an acvertise- 
ment in one weekly religious paper 
than from fifty political weeklies. 
People seem to place more faith in 
the advertisements that appear in a 
religious paper, just as they do in the 
reading matter.—V. Y. Evening Sun. 





CATALOGUE COMPILING. 

To the manufacturer and the jobber the 
catalogue is a valuable adjunct in making 
sales. That it is not more successful in this 
respect is due in a great measure to faulty 
methods in compilation. Lack of system is 
the foremost error, as by it ready reference 
to the part wanted is rendered impossible, 
and at times the article looked for is not 
found, because not in its proper place. 

Another mistake is in publishing net prices 
in an illustrated catalogue. What the article 
looks like is of primary importance to the 
consumer. A retail dealer, with an illustra- 
tion and a description, may make a sale from 
the catalogue, even when he has no stock; 
but when he is compelled to exhibit his cost 
= in showing the cut, he will not do so. 

ith two catalogues in his possession, one 
with long list prices and the other with net, 
the former will be invariably used in such 
cases, and the goods more than likely ordered 
from the firm issuing it. There are jobbers 
and manufacturers who say, “‘we do not 
make our catalogues for the consumers’ use;”’ 
but they should remember that that which 
increases their sales to the consumer causes 
a greater demand from the dealer. 

A catalogue requires more careful editing 
than a magazine and receives less, A man 
may be a good business manager or a good 
salesman, but be utterly incompetent to com- 
pile a catalogue. A knowledge of the busi- 
ness is of advantage, it is true, but unless 
combined with the ability to edit and ar- 
range systematically the result will be failure. 
Catalogues, to be effective, must be amply 
ilJustrated, fully descriptive, logically or 
alphabetically arranged, and contain the re- 
tail price, with a discount sheet separate 
from the body.— Stationers’ Bulletin. 

——- —- «er — - -—- 
SELLING HARMONY. 

Good advertising alone will not sell shoes. 

Good location alone will not sell shoes. 

Good salesmen alone will not se!! shoes. 

Good shoes alone will not sell shoes. 

In the harmony of each part of business is 
the success of the whole business.— Shoe Re- 
tailer, New York City. 

a = 

Tue goods are not sold when the dealer 
buys them, they are only transferred to a 
convenient place for sale.—Profitable Adver- 
tising. 
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IMPRESSIONS BY THE WAY. 


After leaving St. Paul I took a trol- 
ley car, called there the Interurban 
line, and rode into Minneapolis. I 
didn’t tell in my last letter that the 
Minneapolis 7imes had placarded the 
town of St. Paul with posters. It is 
the most advertised paper of the twin 
cities. All along the line of the Inter- 
urban line they have billboards, too. 

In St. Paul and within ten miles 
away all the papers sell for two cents. 
In Minnneapolis the 7imes and 77ib- 
une sell for one cent, the Journal for 
two cents. The Minneapolis 77idune 
has one edition in the morning and 
three in the afternoon, very much on 
the plan of the Boston G/obe, Herald 
and Journal. All advertisements or- 
dered in this newspaper appear in all 
editions during the day, and the com- 
bined edition comes near 38,000. 

The Zimes is strictly a morning pa- 
per and has quite a popular class of 
circulation, which in amount exceeds 
that of the Morning Tribune. It is 
aggressive, treats everything fairly, 
and presents the news in a fearless 
way. Several people outside of those 
directly interested as newspaper men 
told me frankly and without any direct 
questioning that they liked the Zimes 
the best of any paper because it told 
both sides of the story. 

The Journal is strictly an evening 
paper and placed at head of list by 
local people as the best advertising 
medium because it is an evening paper 
and has a large circulation. Every- 
body takes it for granted that the Jowr- 
nals circulation is the largest of any 
paper in town. 

The papers are rated by local mer- 
chants thus: Journal first, Times sec- 
ond, 77vibune third. Probably the 
foreign advertiser will look at it differ- 
ently, for when you consider that ad- 
vertising appears in all four editions of 
the 77ibune you are getting a circula- 
tion of 38,000, while the 7zmes, with 
its morning edition, only gives 28,000. 
So looking at the rating from amount 
of circulation I would rate them : 

Journal i. 

Tribune 2. 

Times 3. 

The 7imes, however, is a coming 
paper and will change its position in 
the near future. 

On Sundays you find in Minneapolis 
four Sunday papers, and they are in 
this position : 

Minneapolis 7¢mes 1. 
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Minneapolis 77ibune 2. 

St. Paul Pioneer Press 3. 

St. Paul Globe 4. 

The Minneapolis papers are the best 
two and get nearer the general style of 
metropolitan papers, for they are pro- 
fusely illustrated, and nearly all of the 
illustrations are half-tones. The pe 
pers have, indeed, got it down so fine 
that some advertisers use half-tones in 
their advertisements. The 7imes goes 
a point further than the others, for it 
has a color part, too. 

Here is a clipping from the 7émes 
particularly referring to its success in 
establishing a circulation in St. Paul, 
after following up the campaign of 
posters and billboards mentioned. 

Notice.—The rapid growth of the 7imes’ 
circulation in St. Paul makes it impossible to 
arrange an early and satisfactory delivery to ° 
subscribers, partly on account of the diffi- 
culty of covering so large a territory with a 
new and untrained force of carriers, but 
chiefly on account of the time consumed in 
conveying so many papers to St. Paul by 
wagon. These obstacles in the way of a 
prompt and early delivery of the 7imes to 
the rapidly increasing number of people who 
were ef looking for its arrival every 
morning had to be overcome, and the Zimes 
is glad to announce that it has succeeded. 

rr s were completed early this 
week with the Twin City Rapid Transit Co. 
and yesterday morning the 7imes’ special 
Interurban left the corner of Fourth street in 
Minneapolis promptly at four o'clock, and 
discharged its freight of papers at the 7imes 
office, ror Fourth street, St. Paul, ready for 
the carriers, at a quarter before five. This 
car will run for the 7%mes every morning in 
the year, and will insure the prompt and 
early delivery of the paper to subscribers in 
every ward in St. Paul. 

The 7imes has had its St. Paul office open 
but a few days over a month, and is already 
delivering over 2,000 papers by carrier to 
regular subscribers, while another thousand 
are disposed of by the newsboys and at 
news-stands. This unparalleled record in 
establishing a circulation has been naturally 
attended by many difficulties, but they are 
now overcome, and the 7%mes begins its sec- 
ond month in St. Paul with a perfect delivery 
and a local circulation larger than that of 
one of its morning contemporaries and 
rapidly ees that of the other. 

rom the gains that are being made every 
day in the aes list, it is safe to pre- 
dict that before the first of July the local 
circulation of the 7imes in St. Paul will 
have surpassed both morning contemporaries 
and will be exceeded only by the Dispatch. 


The third paragraph of clipping is 
unusually interesting. P. D. 








FROM “ OLD HONEST STANLEY DAY.” 


L. H. Crall Co. issue acircular stating that 
the combined circulation of the Cincinnati 
weekly Enquirer, Chicago weekly Jnter- 
Ocean, Cincinnati weekly 7imes and Cleve- 
land weekly Leader is over 500,000 copies 
each week. It would be a curiosity if L. H. 
Crall Co, could produce actual proof of one- 
half that number.—-Stanley Day's Advertis- 
ers’ Guide for April. 
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The actual paid circulation of 


The Minneapolis Journal 


For January, 1898, was 40,833, 
For February, 1898, was 4l,718, 
For March, 1898, was 44,373. 


7 . THE .. 
MINNEAPOLIS: 
JOURNAL 


FOR THE YEAR 1897 






















Carried 62 per cent more paid advertising than 
any other daily or all day daily 
in Minneapolis. 
ALSO 
Carried 10% per cent more paid advertising 
than any daily or all day daily and Sunday 
issues combined during 1897 in Minneapolis. 


FOR PROOF 


See the files of the Minneapolis papers or 
watch them now. 
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4i Times Building, 87 Washington Street, 
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cious system of advertising. 


F. Fones. 








A man who conducts a lunch room 
recently said to me: ‘‘My business is one 
of the few that can’t be advertised. I 
simply have to sit still and let the 
people come to me and when they do 
come I try to take the very best care of 
them that I know how, because there 
is no way that I can seek for new cus- 
tomers.” 

Now this man is all wrong. I don’t 
believe there is any business that can’t 
be successfully advertised in some way 
or other, and as I have often said before 
it depends upon the business and the 
style of advertising whether it is going 
to pay, but just as certain as there is a 
business, there must be some way to 
make this business known to the public. 
If the public are thus told about this 
business in an interesting way, and the 
business is one which appeals to their 
desires, they are surely going to give it 
a trial at seme time or other. No 
matter what line of businessa man may 
be in, if he is worthy of the customer’s 
patronage he is surely going to get it 
and keep it when they once get ac- 
quainted. The advertising of a lunch 
room is quite different, of course, from 
advertising some other line of busi- 
ness, but a lunch room can just as 
surely be advertised as any other busi- 
ness. The bést advertisement that a 
lunch room can have can of course be 
killed by the lunch room itself. In the 
first place the lunch room must be 
properly located, it must be within 
easy reach of people who want to take 
lunches. It must be clean and invit- 
_ ing. It must have some point at least 

to recommend it over other lunch 
rooms in the same neighborhood. In 
advertising a lunch room, as in adver- 
tising any other business, the main part 
about the advertising is to have the 
business so good that it deserves to be 
advertised. A business that doesn’t de- 
serve to be advertised will never be 
successfully advertised, and the sooner 
the proprietor gets out of that business 
into some other, the better for him- 
self. The best advertising that a lunch 
room can get is tongue advertising. 
One person to tell another: “I have 
found out the nicest place in the neigh- 


borhood to eat, come in and try it.” 
Then again a lunch room can be aid- 
vertised through its front show win- 
dows. Some people say ‘* Childs” 
and ‘‘ Dennett” never advertise their 
lunch rooms, but they are mistaken, 
for both these concerns always have a 
good display ad top of column next to 
reading, or in other words, they always 
have a man cooking cakes or biscuits 
in their windows right where he can be 
seen by every one who passes. 1 be- 
lieve that is the best advertising that 
these concerns can do, They use their 
own facilities and their own excellent 
locations to be constantly forcing their 
business into the minds of thousands 
and hundreds of thousands of persons 
who pass every day. 

I know of one restaurant in Chicago 
that I believe does more to advertise 
itself through the signs on its walls 
than any other way. A man who once 
goes in there to eat is pretty apt to get 
interested in the signs, and he is going 
to be so well entertained by reading 
them that he does not notice the time 
that he has to wait to be served, and 
when the waiter comes up with what 
he has ordered he thinks to himself, 
well, this is pretty quick service, I think 
I would like to eat here again. The 
restaurant signs spoken about are writ- 
ten very much like Rogers, Peet & Co.’s 
advertisements and they are hung in 
almost every available place on the 
walls. They are changed regularly, so 
that nearly every time you go in you 
see Something new. I hear it said that 
this restaurant keeps a large part of a 
man’s time doing nothing but orna- 
menting and painting these happily 
worded signs that tell about the good 
things to eat and give points of interest 
to the restaurant’s customers. 

Quick service is one of the best ad- 
vertisements that a restaurant can have. 
Some restaurants accomplish this in 
one way and others accomplish it in 
another. There are lunch rooms in 
New York where a man can get just 
as quick service as he wants, because 
he helps himself. He takes his plate 
and whatever he chooses to eat off a 
counter and then sits down and eats it 
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without having to wait any length of 
time, in fact no longer than it takes 
him to pick out what he prefers. There 
are other lunch rooms who try to make 
their service appear quick by entertain- 
ing the customer while he is waiting. 
Some furnish you with free newspapers 
to read. Others have an interesting 
concert. This way of advertising a 
lunch room by music is rather a new 
idea, but is growing to be quite a 
popular one. There are a thousand 
and one ways of advertising restaurants 
or lunch rooms. A lunch room that 
does not get all the trade it can pos- 
sibly handle through these methods 
can go still further and advertise 
through the newspapers. The diffi- 
culty with the lunch room is that there 
is only a certain portion of the day 
when it is crowded. In the morning 
and afternoon three times as many 
people could be waited upon as are 
served, while at noon time customers 
are constantly turned away. I know 
of one lunch room that is making an 
effort to equalize its trade. It offers 
special inducements to persons who eat 
before 11 and after 3 o'clock. Between 
the hours of Ir and 3 the lunch room 
has all the business it can possible 
attend to at regular prices. This lunch 
room carries an announcement in the 
principal morning papers, stating from 
day to day special dishes which are on 
sale in the morning and afternoon at a 
special price. One of its recent morn- 
ing announcements was to the effect 
that on that day, between the hours of 8 
and 11 and 3 and 6, a special lunch 
would be served consisting of spring 
chicken, cakes and coffee, for 20 cents. 
During the hours of 11 and 3 these 
dishes were not sold in combination, 
but were sold separate and would cost 
20 cents for the chicken, 10 cents for 
the cakes, and 5 cents for the coffee, a 
total of 35 cents. The gentleman who 
runs the lunch room, reports that he 
has been carrying on this style of ad- 
vertising for more than six months and 
found that in that time he has more 
than doubled his morning and after- 
noon trade without seeming to at all 
effect the noon trade, as at the noon 
hour he always has more than he can 
attend to. By doing more business in 
otherwise dull hours he does not require 
any more help or any more expense of 
any sort, except in the actual food con- 
sumed, and therefore he can easily 
make a profit on this food by selling 
it at a reduced price. 
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I recently received a letter from a 
large retail house asking me what style 
of advertising I thought was the best. 
The writer went on to explain that the 
question particularly referred to the 
various styles such as is practiced in 
different cities and known as the Wana- 
maker style, the Chicago style, etc., 
etc. 

In reply to such a question, I would 
say that the style which I prefer, which 
I have always preferred and which I 
believe will always bring the best re- 
sults, is that style which appears to be 
the most truthful. The art to-day of 
writing business announcements so that 
they will bring results is to write them 
so that the people will believe what 
you say. First of all this kind of ad- 
vertising lies in the writing, but most 
of all the advertisement must be backed 
up in the store and the business must 
carry out the assertions which are made 
in their advertisements. I believe that 
almost any style of advertising that is 
intelligent can be made to pay if the 
advertisement is truthful in every re- 
spect and is backed up in the store by 
good service and good quality. The 
proof of this assertion is the fact that 
there are in many cities stores which 
practice entirely opposite styles of ad- 
vertising, each of which gets practically 
the same results from their advertis- 
ing. For example, I will take three 
firms whose advertising is well known: 
John Wanamaker, of Philadelphia and 
New York, B. Altman & Co., of New 
York and Marshali Field & Co., of 
Chicago. I believe that the advertis- 
ing of all these firms pays them well, 
Everybody knows what the Wana- 
maker style is, and everybody is ac- 
quainted with the fact that it has real 
literary merit, the same as any other 
news article should have. That these 
advertisements are backed up in the 
store, I believe is not doubted by any 
one who is acquainted with the facts 
and who is not too jealous of Wana- 
maker’s success to admit facts that they 
know. 

B. Altman & Co,’s style of advertis- 
ing is as different from Wanamaker’s 
style as night is from day. Instead of 
taking large spaces they take very small 
spaces. Instead of indulging in flow- 
ery language they make their state- 
ments in as few words as possible, and 
yet when B, Altman & Co, advertise 
they can crowd their departments to 
overflowing. What is the reason of 
this? To my mind it is the fact that 
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B, Altman & Co, are absolutely truth- 
ful in their advertising and that by long 
experience they have taught the people 
that they never advertise unless they 
have something special to advertise, 
and when an advertisement appears 
with B. Altman & Co.’s name to it, it 
is worth answering. The policy of B. 
Altman & Co.’s advertising, as I under- 
stand it, being an outsider, is to spend 
$100 in an advertisement rather than 
$500 and give the customers who an- 
swer the advertisement and buy the 
goods the other $400 in the merchan- 
dise. I don’t know it to be a fact, but 
from outside observation, I believe that 
it is so, that B. Altman & Co. have 
frequently spent $500 on an advertise- 
ment in the newspaper and lost $5,000 
on the goods they sold to persons who 
came in answer to their advertisement. 
This kind of advertising always pays if 
presented and done rightly, but it does 
not pay if done once ina great while, 
but if a firm will make up their mind 
to a policy of this kind and will carry 
it out regularly from year to year as 
B. Altman & Co. have done, people 
will eventually be trained to know and 
appreciate and respond to even a very 
small advertisement. 

Now the advertising of Marshall 
Field & Co. is entirely different from 
either of these. Marshall Field & Co. 
take large spaces, set their advertise- 
ments in a plain, unassuming style some- 
what like the Wanamaker style in 
appearance, but entirely different in 
reading. Marshall Field & Co. never 
use flowery language, and never have 
any literary merit in their announce- 
ments, except that their advertisements 
are, of course, always grammatical. I 
believe that Marshall Field & Co.'s 
advertising is paying them and paying 
them handsomely. One proof of this 
fact is that as years go by they are con- 
tinually increasing their advertising 
appropriation. No man will spend 
money year after year unless he believes 
that he is getting something back for 
it. ‘The secret of Marshall Field & 
Co.’s advertising is that it is absolutely 
reliable and they do give good values. 
I regard Marshall Field & Co.’s ad- 
vertising as a middle ground between 
B. Altman & Co.’s extreme of value 
giving to the customer and Wana- 
maker’s extreme of literary merit and 
great space using. 

Now, all these styles of advertising 
are successful and deserve to be suc- 
cessful, and as I said at the beginning, 
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I believe why they are successful is be- 
cause they impress the people as being 
truthful; first, because they sound 
truthful—they are written to convey 
that impression—and second, because 
they ave truthful and the people have 
found it out in their dealings with these 
houses year after year. 

I don’t care what style of advertis- 
ing a man adopts, as long as it is in- 
telligent and is based upon business 
principles, provided he writes his ad- 
vertisements so that they soumd truth- 
ful and provided that he backs them up 
in his store, so that they ave truthful 
he is going to get results. He is going 
to bea successful advertiser and will 
build a business that will be valuable. 
** 


People are a great deal more inter- 
ested in details than the majority of 
merchants imagine. in advertising it 
is not always good to just say that you 
have such and such goods and are going 
to sell them at a certain price. ‘This 
may sell the goods where the article is 
something of a well-known kind or 
brand, upon the value of which people 
have already formed opinions, but nine 
times out of ten a pleasant description 
of how you came to get the goods and 
how they are made will always add to 
the value of the advertisement where 
the item is of sufficient importance to 
have some special sale connected with 
it. Women more particularly than 
men will read with care and interest 
anything thatis said about the techni- 
calities of the merchandise where the 
facts are explained in pleasant, readable 
language. Women are really interested 
asa rule in the history of the goods 
which they buy. Aside from the fact 
that the count in linen signifies its fine- 
ness, women are interested in knowing 
that acertain kind of linen counts 2,200 
threads, whereas another kind only 
counts 1,800. Facts about the mer- 
chandise, no matter what they may be, 
will attract readers if the facts are 
explained more as a reading article 
would be explained than as the ordi- 
nary advertisement is explained. This 
is one of the strange points of John 
Wanamaker’s advertising, in that the 
descriptions of the merchandise are as 
interesting and as clear as they would 
have to be were they a part of real read- 
ing matter of the paper. People gain 
from such clearness a much better 
notion of what the goods are and alsoa 
much greater interest in the store, 
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THE KIND OF QUANTITY 
THAT QUALITY BRINGS... 


w 


The 
Des Moines 
Leader 


Holds the phenomenal record of having quad- 
rupled its circulation in less than three years. 
This notwithstanding its subscription price has 
been held firmly to $6.00 per year, while all other 
Des Moines dailies have reduced their prices. 
No premiums have been given and no booming 
methods used. How then has it been done? 


How has the Leader achieved 
double the circulation of any 
morning paper in lowa P—— 


By printing the best newspaper in its field. 
The LEADER management believes in and prac- 
tices the theory that a newspaper must grow on 
its merits as a newspaper. The LEADER'S 
wonderful advancement proves the correctness 
of the theory. 


THE DES MOINES LEADER, 


STRAUSS & DAWSON, Proprietors. 


W. Ward Damon, Horace M. Ford, 
127 Tribune Building, 905 Boyce Building, 
NEW YORK CITY. CHICAGO. 
Eastern Manager. Western Manager. 
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But the little village paper keeps its old-time customs yet, 
And prints its weekly issue with no shadow of regret. 
* * * * 







What if every bride is charming and every baby fine, 
And all the grooms are manly? In each blurred or perfect line, 
We clasp some hand in friendship, before we lay it down, 

This quaint old country paper from our own old country town. 
Ella Bentley, in Printers’ Ink. 
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Every advertisement in the “ quaint old 













country paper” is sure to be read—nothing 






in it is ever skipped. 






We can put your advertisement into 






1,500 of these papers at a cost trifling in pro- 






portion to the size and character of the circu-_ 






lation. 






CHICAGO 
NEWSPAPER 
UNION__~» 


93 So. Jefferson Street, 
CHICAGO. 











10 Spruce Street, 
New YorK. 





Cor 


The Chicago Newspaper Union Lists cover the great Middle West, the States 
of Ohio, Indiana, Illinois, Wisconsin, lowa, Nebraska, Minnesota, South Dakota 
and Michigan. They contain 1,500 papers with over 1,000,000 circulation, They 
teach the rural cc ities most valuable to the advertiser. 
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READY-MADE ADVERTISEMENTS. 
Edited by Wolstan Dixey. 


ers of PRINTERS’ INK are invited to send model advertisements, ideas for window 
other suggestions for bettering this department. 











The Hutchinson, Kan., News Com- 
pany send me two advertising tele- 
graphic items which appeared among 
the local matter of their paper and 
ask me to criticise the idea, Here is 
one of the items: 

DISPATCH FROM CUBA. 

Havana, March 22,—[Special to the 
News.]—The Cuban leaders say that if 
Thomson Bros. grocery of Hutchinson, 
Kansas, was located here there would be no 
danger of starvation among the people of 
Cuba. 

I must say it isn’t good advertising. 
It doesn’t do any earthly harm, how- 
ever, but raises an occasional smile and 
makes somebody feel good natured, 
the grocer and the advertising man 
anyway. I don’t so much criticise the 
idea of an advertisement being made 
out of a supposed telegraphic item, for 
it may be maraged with some effect ; 
but unless specially well done it isn’t 
worth doing at all. 


% & 
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Criticism is all right in its place but 
a good example is better. Now and 
then I have occasion to find fault with 
something, but I had rather devote 
most of the limited space here to 
showing examples of good advertising. 
People waste a heap of time in this 
world finding fault with things as they 
are instead of going ahead and show- 
ing how to make them better. 

: * % 
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Bicycles. 


A Healthy 
Appetite. 


Said one of our Galveston mill- 
ionaires a fortnight ago to a 
laboring man: “I would give 
half of my wealth for just half 
of your appetite.” He meant 
just what he said. 

We bargained with him to give 
him all the appetite he wanted 
for $50.00 and sent him a 
Crawford Bike. 

Now he wants to bring his bi- 
cycle back; he says that his 





grocery bill is running up just 
something frightful. 
MORAL: 
Mankind is hard to please. 


G. W. NORDHOLTZ. 
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Optical, 
9909000000000 000000 


EMEMBER your eyes are 
priceless. ‘Take care of 
them, as no one will 

take care of them for you. If 
you need spectacles or éye- 
glasses, buy them of Meyro- 
witz Bros., 68 North Pearl 
Street. 
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Umbrella Chance 
for Men and Women. 


Let us say, in the first 
that this is mot a job lot o 
brellas, although the _ prices 
might lead you to think it some- 
thing of the kind. Not that 
there’s any especial objection to 
a job lot if the goods are perfect, 
but these are Letter than perfect, 

ause they’re fresh and new 
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—just from the maker. 





Clothing. 


What we advertise is so. 


’ 
I'd Rather 
Take a Whipping 

Than buy a suit, said a new 
comer the other day in a dis- 
gusted mood—he knew just 
what he wanted and no store 
seemed to have it until he struck 
us, and now he’d never go any- 
where else. : 

We exclude from our assort- 
ment anything thatbears acheap, 
“ riff-raff "’ look—the cost is no 
more in the beginning and less 
in the end. 


Suits $9 to $25. 


Your Money Back Without a 
Word. 


Mayer Israel & Co., 
Cor. St. Charles and Common Sts. 








Any Business. 
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4 Saturday Special Sale 


q There is no mi 

4 here. We have cut down 
to such smallness t is 
‘ scarcely the shadow of profit left 
to veil the actual cost. 
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Shoes. 








f+ The Other 
Fellows ”’ 
Want $3.50 ; 


For This New Spring 
Style Men’s Shoe. 


WE WANT 
ONLY 


$3. 
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Rare Antiques. 


We beg to announce the 
exhibit of a rare collection 
of antiques. Old French 
and Italian Chairs and 
Screens, Sixteenth Centur 
Chests and Tapestries, Shef- 
field Plate and Solid Silver. 


Hurlbutt & Hurlbutt, 


403 North Charles St. 
At Mulberry Street. 3 
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Men’s 
Mackintoshes, $5. 


You'll not get many chances 
like this. There are just a hun- 
dred in the lot, and the first 
hundred men to get fitted will 
have mackintosh bargains to 
brag about. 

Every coat is new, up-to-date, 
well-made and, of course, abso- 
lutely waterproof. The colors 
are black, navy blue, gray and 
tan, and the materials are 
cheviots, serges, tricots, coverts 
and broadcloths. You'd be glad 
= get these for $7.50, and some 
of them would ordinarily cost 
$x2. Take your choice at 


$5. 







































A Sale for Athletes and 
Out-of-door People. 


Attention, you’ open-air 
people, here’s a chance for 
you! Read this, you-golf- 
ers and ball players pag 
fencers and boxers, and all 
you deep-lunged, clear-eyed, 
quick-motioned athletes, and 
ou who would become such! 
his is a sale of Sporting 
Goods ;—the outdoor equip- 
ments,—the health-givers;— 
and it’s one which will last 
perhaps two days, and one 
which will not come again. 


vvvv" 


VVVYTr 





CLOTHING. 


What's the chief feature of 
made to order clothing—the 
fit,isn’t it? Well, that’s the 
feature about which we’re 
most particular. If it doesn’t 
fit you don’t have to keep it. 
But it will fit if we make it. 
Our organization has at its 
head one of the best cutters 
in the land and many criti- 
cal men who heretofore pat- 
ronized high-priced tailors 
have testified to our ability 
to fit them faultlessly. And 
we take just as much care in 
this regard with the lowest 
priced as with the most ex- 
pensive garments. 

















Women’s Belts-- 
Many Kinds. 


Been thinking of a new belt or 
two? Here is a collection that 
comprises every new idea. 
Plenty at very low prices. Some 
beautifully jeweled ones, too, 
that you'll find not dear. We'll 
only mention a few. Come and 






see them. 

At 2%c.—Of grain calf, glazed 
morocco and fancy leather. 

At 530c.—Real seal and morocco, 
turned iz 


At 85c. Patent t leather and mo- 
rocco, with brass or nickel slide and 


uckle. 

At 85c.—Plaid silk, with oxidized 
wt jeweled buckles, $1.50. 

At 8c.— Gilt or oxidized girdles, 

set with various colored stones. 
Others up to $7.50. 

t $1.—Morocco, with weled 
slide and buckie. Others of leather 
up to $2.75 pee the handsome new 
belt-plated so: 

At 4. Metlastic belts, by." poretes 
or cut steel buckles and 




















We'll Tickle 
Your Palate 


and your economical bump 
at the same time with our 
goods. It’s not necessary to 
try us more than once. If 
we do not please you then 
you are nothing out, for we’ll 
take the goods back. 





cans Yellow Peaches. 
5-pound Pail P’ re Lard... dee 
5-pound Pail Sally. Eidovetuadksvoenoes 


Goods Delivered Free. 
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The Mail 
and Express 














Carries more paid adver- 
tising than any other 
evening paper in New 
York. ... 

You know why, of course; 


it brings results. 


a No & 


v Driftwood v 


faces 


Every reader is a purchaser. 


203 Broadway, N. Y. 
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A TRADE PROBLEM. 

The question of catalogues and circulars 
for foreign distribution has been a much 
discussed one among manufacturers who 
seek trade with other countries. 

In the course of some correspondence 
touching these preparations, E. A. Merrill, 
manager of the New York office of McIntosh, 
Seymour & Co., writes as follows to the 
National Association of Manufacturers: 
“At the same time that we wrote you we 
wrote a number of manufacturers with whom 
we are acquainted and who do a considerable 
export business. Their replies indicate such 
difference in opinion and practice in the 
matter that we believe it would be of advan- 
tage to the members of the association 
should you look into it further, not only with 
reference to the general question as to 
whether or no it pays to distribute circulars 
in foreign languages, but as to- the further 
question as to how far this applies to differ- 
ent kinds of business. 

“ Take, for example, our own line of busi- 
ness. Our engines go to England, France, 
Germany, Belgium, Russia, Japan, Ceylon, 
South Africa, Australia, Brazil, Argentin 
Venezuela, Mexico, Cuba, with eanalapal 
orders for smaller and less known countries. 
If we except the strictly speaking English 
countries, and also Japan, where the English 
language is spoken to so large an extent that 
it is unnecessary to consider any other lan- 
guage, there are still French, German, Rus- 
sian and Spanish-speaking countries to reach 
and with us the translation into any one of 
these languages of our catalogue is a serious 
matter, owing to the necessary use of techni- 
cal terms and expressions which have abso- 
lutely no equivalent in those languages. Not 
only is the translation work a slow and ex- 

msive process, but the 0 of age | 
is large and the expense of distribution an 
correspondence entailed is also large ; so that 
any way we figure it the total expense would 
be a considerable burden, anu thus far we 
have not been able to satisfy ourselves that 
the results would be commensurate. 

“* We presume there are many other manu- 
facturers in our own and similar lines who 
have studied the same problem and whose 
attention is continually turned to it on ac- 
count of the repeated statements of our con- 
suls to the effect that other countries pursue 
this course and that a successful export busi- 
ness can only be built up by pursuing a sim- 
ilar policy. We would like to ascertain if it 
is a fact that other countries do pursue this 
policy in all lines, or whether as a matter of 
fact it may be true that this policy is pursued 
in the sale of what may be termed staple 
commodities—in other words, commodities 
that can be sold from samples or from cata- 
logues. In our line of goods there is a further 
difference due to the bee that the number of 
individual orders is not large, the number of 
individual customers being comparatively 
small, but the amounts of the orders being 
quite considerable, so that we come in con- 
tact with comparatively large purchasers 
who are, as a rule, either themselves profi- 
cient in the use of the English language, or 
whose engineers are = many of them 
being secured from this country. 

“* We have gone into the matter somewhat 
at length, for the reason that should manu- 
facturing concerns go into extensive advertis- 
ing in foreign languages it would mean the 
expenditure of a great many thousand: of 
dears. For example, should we go into it 
thoroughly we. should figure that it would 
mean an expenditure of not less than $4,000 
or $5,000, an amount neither ourselves nor 
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anybody else can afford to’spend injudi- 
ciously or wastefully in export advertising.” 
—New York (N. Y¥.) Com. America. 


—— +er 
AN ATTER STORY. 

Years agoa hatter in London speculated 
im the purchase of the stock of a bankrupt 
brother tradesman, but soon after his venture 
found that he had made the mistake of over- 
stocking. His first idea was retrenchment, 
making up his loss by discharging some 
clerks. In the nick of time a friend came to 
the rescue. He advised a hand-bill that 
should announce the cheapness of this bank- 
rupt stock. Hand-bills had already been 
used, but with no startling results. The 
friend added but one item. Ths was the 
head-line, ‘‘ Who’s Your Atter ?”” Through- 
out the bill the h’s were omitted when speak- 
ing of the goods. They were all ‘“Ats.” 
There were “ Youths’ Silk Ats,” ‘“ Best 
Beaver Ats,’’ ‘* Ladies’ Riding Ats.”’ “Ats 
for the Country,” etc. The remainder of the 
advertisement was in faultless English. The 
result justified the inventor’s anticipations. 
The bills were sought after as curiosities. 
Men shouted with laughter at the ludicrous 
effect of what many considered ignorance on 
the part of writer or -printer. The bills 
were carried about in pockets to be shown 
and laughed at over again. Elderly gentle- 
men, previously strangers to the shop, bought 
“ats” and remonstrated gravely with the 
“atter” for the blunder. Young fellows 

urchased gossamers for the excuse of goin 
in and begging for hand-bills. They Cked 
with tke shopkeeper and his clerks, and 
never forgot the place. The shop was 
known—it was famous. It was not to know 
the latest joke not to know the special 
“atter.”—TZhe Bill Board. 


——_- +e -___ 
W. W. KIMBALL, 

Forty years ago ina little room roxrr, in the 
rear of a jewelry store in Chicago, W.W. Kim- 
ball first commenced in the music business. 
Not half a century has elapsed, yet the Kim- 
ball piano received the highest award at the 
world’s fair, and is used and indorsed by 
nearly every great musical artist in the 
world. The Kimball piano, then, from the 
highest standpoint of art, is the true peer of 
any instrument now made. And the Kim- 
ball business and the Kimball factories are 
the largest in the world. What has brought 
about these great results? The Kimball 
Company have always been firm advocates 
of odvosiidan and have at the same time be- 
lieved that their advertising must be backed 
by truth. These ideas are so thoroughly 
instilled into the minds of every one connect- 
ed with the house that wherever they have a 
representative Kimball pianos are talked 
about continually through the daily papers 
A local illustration is the opening of their 
branch house in this city a year and a half 
ago and to-day selling more piano and organs 
in Minneapolis and the Northwest than all 
other music houses in the city combined. The 
W. W. Kimball Company is an illustration of 
what careful, conscientious newspaper ad- 
vertising will do.— Minneapolis Times. 


NEWSPAPERS IN THE UNITED KING- 
DOM 


There are now published in the United 
Kingdom 2,418 newspapers, distributed as 
follows: England (London, 3_ provinces, 
1,408), 1,878; Wales, 103; ‘otland, 236, 
Ireland, 179; Isles, 22. Of these there are 
185 daily papers published in England, 6 in 
Wales, 19 in Scotland, 20 in Ireland, and 4 in 


the British Isles,—Newspaperdom. 

































PRINTERS’ INK.- 








San Francisco 


Bulletin 


| Covers the Evening Field. 


A Home and Family Newspaper. 














| NONE BETTER. 





FEW AS GOOD. 





No other evening newspaper 
on the Pacific Coast proves one- 
half the BuLLETIN’s circulation. 















Daily Average 1898: 


January, - - 24,944 
February, - - 25,526 
March, - - 26,806 








Guaranteed by the Advertisers Guarantee Co. 





BEST IN QUALITY 
MOST IN QUANTITY. 








Further information F. K. MISCH, 
from Potter Building, New York. 
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OUR ORIGINAL POEM. 


A man named Snow has sent twenty 
stanzas commendatory of PRINTERS’ 
Ink—absolutely twenty stanzas and 
every one of them bad. PRINTERS’ 
INK was just anxious to use them, but 
had not the nerve—they were so bad. 
However, an assistant editor, whose 
time is not worth much, has worked 
over the manuscript, and just to en- 
courage the young man it has been de- 
cided to print that portion of the 
original twenty stanzas that may be 
read below. 

Take the advertising papers, 

Take ‘em all but Prinrers’ Inx, 

Read ’em forward, read ’em backward, 

But they’ll never make you think, 


What a treasure for the reader, 

How he grabs for Printers’ Ink, 
Dropping all the other matter 

ile he gives the boy a wink. 

And the boy—he knows his business, 

“ The proprietor is out,”’ 
Till the last page is digested 

And he hears him walk about. 


Eve age an inspiration, 
Sour 2 provokes a thought. 

It’s awful hard to choose a page 
And say this page’s the best. 

Perhaps there'd be no trouble 
If you never read the rest. 


There’s the page of criticisms _ 
Run by Bates—Charles Austin—please, 
He uses I’s and my’s galore 
And also lots of me's, 
But he’s worth his weight in gold 
To the man who wants to know 
How to write and place an ad 
That will cause the goods to go. 


There’re the Ready-Mades by Dixey, 
What a boon for busy men. 
Jones, the man who won the prizes, 
He’s had experience by the ton, 
And he’s paid by Printers’ Ink 
wis to tell you how it’s done. 
at a mine of information 
Fifty times a year or more, 
We receive for our inspection 
Right inside our office door. 


As I sit here in my armchair 
Trying hard to make a choice 

Of the thousand subjects treated 
By this advertising voice 

That have the greatest value, 
That are worth the most to me, 

I confess I’m quite bewildered 
By the wealth of thought I see. 


Here and there I grab for subjects 
As they pass in swift review, 

And after oe of choosing 
Think I only have a few. 

But I find when choosing’s over. 
When I’ve made the final “call” 

That I’ve gathered every subject, 
That I have them one and all. 


There’re the specials every week 
Telling how some men have done 

A business—not for health. 
Take the man whose name is Jonson, 
And whose ink is always “‘ best,”’ 

He made the inks that did the work, 
Printers’ Ink has done the rest ; 
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When he started in the business 

“ There were others” yelling loud, 
But his ads in Painters’ Ink 

Helped him put ’em in a shroud. 


There are scores and scores in business, 
Who are making money fast, 

Who owe it all to Printers’ Ink, 
Their knowledge first and last. 


It told them how to treat the folks 
ho came their goods to view, 
That success would surely follow 
If their talk was always true. 


Take the advertising papers, 
Take ’em all but Pristers’ Inx, 
They simply ate not in it 
As a means to make you think. 
E. D. Snow. 
The alleged poet named Snow is not 
the author of the m of that name, 
whose surname was ‘ Beautiful.”— 


[Ep. P. I. 


—__+o+—__—_ 
BICYCLE ADVERTISING. 

To those who purchase high-priced space 
in magazines in which to advertise bicycles 
and their equipments, the question of just 
how to word such advertisements as to ob- 
tain the best results is not a problem easy of 
answering. The prevailing magazine cycle 
or‘ sundry ad is much too technical ; that is, 
those who understand the construction of 
wheels and are riders are not the ones sup- 
posed to be reached by magazine advertise- 
ments, What the advertiser should study to 
do in language that can be understood by 
any one is to tell of the particular merits of 
the wheel or sundry. 

A majority of riders or would-be riders 
cycle either for business or pleasure, and 
they do not care particularly hather or not 
some racer has made a record on some wheel. 
What they do wish to know is whether or 
not the material used in the construction of 
the machine or sundry is of the best quality, 
and whether the workmanship is good. 

Prove to them these points of superiority, 
and don’t try to talk technical points in mag- 
azine advertising. There are cases where it is 
best to talk on the points that are understood 
only by the expert, but it is well to bear in 
mind that experts know it all, and hence 
never read magazine ads.—NV. Y. Wheel. 

. é6e- 
A FRENCH CONCEIT. 

A French railway company has arranged 
to allow advertisers to cultivate flower beds 
in any design they may deem best and to 
See out in the bright colors of leaf and 
blossom the name of their firms or of their 
wares and to thus allow nature to paint for 
them more pleasing signs than the clumsy 
wielder of the whitewash brush can possibly 
do. The railway company is encouraging 
this form of floral advertising in order to 

ive beauty to its*right of way.and to trans- 
orm it into a cultivated park. Of course 
these flower beds will be impractical in the 
winter, and will be more expensive to maintain 
in the summer than the sign on barn roof or 
board fence, but they will certainly be an im- 
provement over the old method, as they do 
not irritate the public by a disfigurement of 
landscape nor mar the outlook from the car 
window by the daubing of buildings.— Council 
Bluffs (Ia.) Nonpareil. 


3. 
TESTIMONIAL, 
Dear Str—I wear one of your electric 
belts, and must confess that itis out of sight. 
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“Advertisements That 
Refined Home Are 


I to the 
hat We Want.” 






General advertisers who wish to cover the country in 
an experimental way can do so at a minimum of cost, by 
using one medium only, the 


Woman’s Home Companion 


which has a lower proportionate advertising rate than 
any other high grade woman’s magazine in America--- 
$1.75 a line, and over 300,000 subscribers. 

A proper advertisement in this great publication will 
pay well, after which the advertiser can select other good 
mediums. 

Forms for June issue close May Ist. 


MAST, CROWELL & KIRKPATRICK, Publishers 
BA, % SPRINGFIELD, OHIO en 
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NATURE’S SECRETS EXPOSED. 
What makes the moon so clear and bright, 
Against the ebon vault of night 

ile sliding down the star-lit slope ? 
The constant use of Peach's Soap. 


What makes the sky so fine and blue, 
And give tne leaf its gorgeous hue, 
When onthe Autumn breeze it flies? 
They both result from Topaz Dyes. 


What makes the song bird’s voice so clear, 
When in the summer of the year 

It sendeth forth its sweetest note ? 
McQuackem’s Tablets for the Throat. 


What makes the sun, from June to June, 
But ne’er tvo late, nor yet too soon, 

But always move right on the notch? 

It travels by the Walgin Watch. 


What makes Dame Nature’s breath so sweet 
When toward Ser haunts we turn our feet, 
And through the fields and forests roam? 
She cleans her teeth with Sozofoam. 


What makes the time so swiftly fly 
That none can beat it if they try, 
While all who watch it dizzy feel? 
It rides upon a Rumbler Wheel. 


What makes the country now feel gay 
When late depressions held full sway, 
And it was hard to hide our grief ? 
One Timpans Tabule gave relief. 

—New York Fournadl. 


BAKERS’ SCHEMES. 

The scheme adopted by a baker in the En- 
glish metropolis was for the first three weeks 
of his occupancy to send around four white- 
capped and white-aproned young men, who 
called at every house in the district, leaving 
at each a four-pound loaf, a few rolls and a 
cake ‘‘ with the baker’s compliments, and re- 
spectfully soliciting your patronage.” A 
neat business card accompanied the samples, 
and the man’s smartness and enterprise so 
impressed the majority of the recipients that 
he speedily had the biggest tradein the local- 
ity. Of course he was wise enough to know 
that unless he made good bread, and sold it 
at a fair price, he could not expect to hold 
the trade secured. The cost, eas that 

e pr d a th d with his samples, 
could not have been much under $150. 

A Williamsburgh (N. Y.) baker conceived 
the odd idea of putting a silver half dollar in 
his dough every evening. This fact he ad- 
verti: in his window, and the result was a 
rapid increase in trade. True, the scheme 
looked very much like a breach of the anti- 
lottery laws, but as the authorities did not in- 
terfere with it, I presume it was legitimate. 

One of the best, cleanest and most legiti- 
mate of schemes that has characterized a 
baker’s business was that tried by a Harlem 
tradesman some years ago. Every morning 
and evening, for one hour each time, people 
were invited to eat bread and butter and 
drink a cup of tea or coffee with it in the 
store. No children were served, only adults, 
and as the invitations were delivered by hand 
at houses in the neighborhood, it is reason- 
ably safe to say that ninety-five per cent of 
those who partook of the baker's hospitality 
were people he desired to have as regular 
customers. His bread and cake being good 
and his prices low, it is also reasonable to 
suppose that he made many new customers. 

A certain confectioner announced that he 
would serve a dish of cream free to every lady 
who came in with an escort. He kept his 
word, but the “dish”? was not extra large, 
and the escort usually ordered a plate for 
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himself and frequently had the young lady’s 
plate replenished also. The cost of the “gilt” 
cream did not amount to much in comparison 
with the amount actually spent, and yet the 
offer induced dozens of girls to cajole their 
sweethearts into the store. That confectioner 
had a pretty accurate idea of human nature. 

Another confectioner had a very pretty 
French girl in charge of his soda counter. He 
had a mutual friend tell a newspaper report- 
er that the young lady was a princess in dis- 
guise, and had run away from her home on 
account of not being allowed to marry the 
man of her choice. The reporter made a 
sensational story out of it, and both the con- 
fectioner and his pretty assistant threatened 
to bring suit against the newspaper! It was 
a neat little advertising bluff, and served to 
keep the cnave—-pastiedinaly the soda counter 
—extremely busy for some weeks. 

At one of the summer resorts near New 
York, where there is also a lot of competition, 
the proprietor of a “‘ garden’ announced an 
“ice cream eating contest’’ for the fair sex 
only. Each contestant had to pay 25 cents 
entrance fee, but this sum entitled her to all 
the cream she could eat, and gave her a 
chance to win a five-dollar bill if she could 
“oxt-eat’’’ the rest of the crowd. My expe- 
rience is that the present-day girl who can 
not eat 25 cents’ worth of ice cream at one 
sitting is not worthy the name of girl anyway, 
but the caterer above mentioned was not 
looking to make any profit out of the contest- 
ants. His “rake off” came out of the hun- 
dreds of spectators who had to pay ro cents 
each to “ see the show.” 

Before any scheme whatever is adopted to 
push trade the storekeeper should give it full 
consideration, for it might be that the plan 
would do him more harm than good. Noth- 
ing that has the appearance of being a 
fake ’ should be attempted, and it is im- 
portant nowadays to keep clear of every 
scheme that might be construed into a “ lot- 
tery.""—Confectioners’ and Bakers’ Gazette. 


IN A NUTSHELL. 

The man who undertakes to learn his busi- 
ness from books will never make a practical 
merchant, but the merchant who refuses to 
read whatever he finds of interest on the 
subject can hardly expect to be brilliantly 
successful.— Dry Goods Economist. 





ApvertisinG is like a rattlesnake—dan- 
gerous to handle unless you know how.— 
Profitable Advertising. 


Classified Advertisements. 
Advertisements under this head twolimesor more 





without display, 25centsa line. Must be 
handed in oue week in advance. 
WANTS. 
9) CTS. a line for 50,000 proven. WOMAN'S 
#0 WORK, Athens, Ga. 
S*2 our “Agents Wanted” rate. GRAY 
B ., 1005 Bennett Building, New York. 


Prarect half-tone cuts, | col., $1; larger, 10c. 
per in. ARC ENGRAVING CO., Youngs- 


town, Ohio 
\ 7’ ANTED—To lease Weekly in good advertis- 
ing locality. State particulars. “ EXPERI- 


zl 
ENCED,” Printers’ Ink. 


7 RITE for special plan to produce 16 pp. Sat. 
\ and Sun. papers at lowest cost. ERG- 


GREN, care Printers’ Ink. 
\ 7’ ANTED—A good reliable house to represent 
a new publication (magazine form). Ad- 
dress BOX 130, Topsham, Me. 
PAINT metal roofs. Work guaranteed for 10 
years. HARVEY ENGLISH, Albany,Ga. Eng- 
lish paint stops leaks; Yes It Do. 














PRINTERS INK.,. 


Met et 


$22 000 outfit in 5 Dade in Spent’ Boveral care 

$1,000 yearly. P.O. 1371, New York. 

Ge oo” © qtvertides man te , man in New York > for tone 
“JEWISH COMMENT,” Balti * wae 

| DESIRE to haa gry dail 


ss JOHN STURGIS, 258 Dinwiddie 8. 


dress 
i} — COMPETENT man and co 


ah wony 


iene sa edit potion. Adare ud tad 
an 
vase Printers’ Ink - 


N ene cupestanae’ job printer to take 
ik x: hanical department 
Be, ice b prancing office. Address 


g ant , care 
W ‘id sheet 3 NTED—Second-han‘ newspaper folder, to 
a sheet 36x48, with rand trimmer. 
e and jJowest cash price. 


GREAT SO ERN CO , Frederick, Md. 


\W a to know a~ we aon 


ublished in the Valiey of Virginia.  Javerti 
Pies ed © lication. Address ing 
WINCHESTER PRE , Winchester, Va. 


Rear HINESTONES WANTED—The advertiser. has 
uses for Rhinestones. Will buy, in quanti- 
ties, from those who will sell best quality at low- 


“ *idittartanin i tobe York City” ed 


W ierot ta rienced advertisement writ- 
er of fone le reputation desires to 2 
ie- 
pertinent of first-class ‘daily 
ashington (D. C.) Star. “ ’ Printe 
ler ; rate must not exceed one-tenth 
ence, publications quoted 


adwriting bureau as adjunct to advt . 
0 
TO invest in the personal or med- 
$10 ,000 
u 
sand circulation. First pref 
circulation, —_ those quoted with smallest issue 








ares city. Ph 
rs’ Ink. 
ical classified columns of dailies 
of a cent 
with an actual average 


during the’ — balance upon the ratings ac- 
corded by the Ameri can Bowes r ry. 
STANLEY DAY, Newmarket, 

in Festa, 


[BAW NGS FROM M PARIS—A ISA lady i 
competent and rpsrienee’ an en- 


to fu illustrating Paris 
Cai ont and —— — yo Aa some i 
She visits the AY. 


can newspa| 
makers oonde drawings of latest pk mn 
Can serve one journal or two. Compensation to 
be fixed by ars a after — a cnet 
mens. Address ” care of 
W ma 
WANT 
HIGH-GRADE 
ADVERTISEMENTS: 
CAN WE GET JOURS? 
50,000 GUARANTEED 
Rates, 25 cents per agate ay 7g insertion. 
a oo buy 4 i 3 14.00 b 4inch 
00 bu: nes yu nches 
1.25 a 5 li 17.50 ws inches 
154 “ 6lines 21.00 +f a 4 
1.75 “ ine! 250 “ half col. 
350 “ ilinch 49.00 “ one col. 
54 ye ; inches 98.00 “ half page 
10.50 “ 3inches 196.00 “* 
Only first-class ma 


tter accepted. Parties wii 
out good commercial rating must send cash with 
. Cuts must not be over 23-16 inches wide. 
Copy for an issue should reach us by the 25th of 
previous month. An adv. that will pay aa 
will pay in WOMAN’S Woak, Athens Ga. 


JOB PRINTING SPECIALTIES. 
AKE your a ads attractive with the ht kind 


of cuts. Will help you. Saag 3 thy 'HOTO- 
ENGRAVING CO., 70.3 Fifth A Ave., Chicago. 








IOWA AND NEBRASKA. 


ARGER & BLISH, of Dubuque, Iowa, Gen’l 
=~ for, ms, Piichensts ‘er Typewriter, 
ition that will pay 


4 and Novresks papers to write for. 
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ADDRESSES AND A! AND ADDRESSING. 


CRT Lists of Name of nt caine. 
KULLMAN &00., 219 E. 95th St. lew York 


BARGAINS. 
bject by er Car. x 
PHOTOENG HAVING Forts , 


MAILING MACHINES. 


T= Matchless Mailer; 1 othing like it. By 
REV. ALEXANDER DIC DICK. Meridian, N. Y. 


tg HORS MAILER - $20 n = net—has superseded 
—_ and nay, quick on “ jeading pu u bli- 
arable 
ht. *Granches AMERICAN’ TYPE 
ERS’ COMPANY 


CRs of an: 


Ave., 





a lig 

FOUN 
a 

SUPPLIES. 

yas BIBBER’S 

Printers’ Rollers. 


[Fz om, or ae samples and 

f Age CHICAGO PuOTO- GRAVINGCO., 

79-81 Fifth Ave., Chis 

‘}°HIS PAPER is printed with ink manufact- 
ared by the W. D. WILSON PRINTING INK 

CO., L’t’d, 10 Spruce St., New York. Special prices 

to buyers. 


———_+o>—_— 
NEWSPAPER METALS, 


of Blatchford stereo, electro and lino- 
etals are not high. If other metals 


Re, 
ies tu t reduce cox 9 100 different products. ‘Every 
es turn out near! ucts. Eve 
branch of the busin y = 
of manufacturing 


am | down minimum. 
Rk. W. BLATCH FORD & & CO., 370 N. Clinton St, 
Chicago. 


rs; 





—-- +o 
PRINTERS, 
YUTS of every kind for every CHI- 
C ioe PHOTO-ENGRAVING CO oS -» 79-81 Fifth 
ve. 


I you area believer in pri in prénting that makes a 
nue Ss —_ se Pr om $0 cone your order to T HE 
Fis ong 40 W. 23d 8t., N. Y. City. 


“DYER Sal e write gna - your adver- 
tisements, pamphlets, booklets, at a 
reasonable price. ICKERBOCKER PERIOD. 


ICAL P , % Fulton 8t., New York. 
—__- ++ ——_—_ 


FOR SALE. 
$1 BUYS 4 lines, 50,000 proven. WOMAN’S 
WORK, Athens, Ga. 
NLY cree ci - in Cortland County. N. A x 
re ak. petronage. uu 
0 date. Reason: don of etiand, ee 
VIR INIA C. JONES, Admr., Cortlan’ 


ror SALE— Web Perfecting Press—4 or 8 
6,7or8 with stereo Oty 
ery is in first-class condition 


and will R- es Gamat Bee: has no 
use for it. EVENING ; Post, Worcester 
ADVERTISING NOVELTIES. 


Ww E want to hear from peo} = peote who wants cu’ 
OHECAGO PHOTU-ENGRAVING CO., Ses 
Fifth Ave., C cago. 
€é M AINE” Souvenir Spoo Latest novelty. 
ws =e sear eee bowl. 50 for $4, 
4 for He $7, cash REGENT MFG. ’ 





AME vars = = “Some Ideas: ” that wake ’em 
ete. 


inked "etter 
CO., Buchanan, 
a Be the purpose of inviting announcements 
2vertising Novelties, likely to benefit 
reader as woll as advertiser, 4 lines will be in- 
price under his head once for one dollar. 


TTLESHIP SuvenirSpoons. Maine. no, Opagon, 

‘ia chusetts, Indiana, Texas, lowa. Silver 

plated, gold lined bows. Stee, 100 for #7, cash 

with order. Single or assorted designs. RE- 
GENT MFG. Ov., 182 Wabash, Chicago. 











go PRINTERS’ INK. 


ELECTROTYPES. 
Minor 


OTYPE 
1 
th rye 
— largest papers use ia = 


solicited. 
trial order, Inquiry solicited. | Mz 


aD 
ADVERTISING MEDIA. 
yours WORE, Athens, Ga., 4 lines $1. 





woman's WORK, 50,000 proven, 25 cts. a line. 
Wow omaee WORK, _ Aina, Ga., 2 cts. a line 
50,000 proven. 


AMERICAN HOMES, gg my agen i $1, 
including 40-word _ Disp. 1 be. ag. lin 
ARDWARE DRALERS "MAGAZINE. 
Copy free. 271 Broadway, New York. 
T= FLUSHING JOURNAL is the leading daily 
and weekly of the Borough of Queens. 


4 WORDS, 5 times, 25 cents. ENTERPRISE, 
Brockton, Mass. Circulation exceeds 6,000. 





af yy GUIDE, New Market, N. J. 8c. 
line. Cire’n 4,000. Close aan Sample free. 

, # MICHIGAN 1 PRESBYTERIAN, Detroit, 

h. Send for " sample | oF and rate card. 

V be NEWS is credited witn a greater 
circulation than lan any o' other W 4 Va. daily. 


EPUBLIC-JOURNAL, Littleton, N. H. 2,800 
Linotype composition. Send 


circulasion. 
sg ya 
rson advertising in PRINTERS’ INK 
4 e amount = $10 is entitled to receive 


the a1. for one year. 
p= ED 2% to 79 years, they ere the loving 


nfidence tor or Fgh wt poms 
Write to THE 
TION, Philadelp 
fe Rochester, N. z - CounEE, moter. hasthe 
largest circulation of any rin a manu- 


facturing city having a popu ton. of 7,39. A 
good country paper at a grea at a great trade center. 


‘T= TIMES- UNION, of Al of Albany, z. ¥, * be» 
per of the capital its 
circulation is larger than that + l the o 
Albany — combined. As an advertising 
it JOHN H. FARRELL, 
editor and Rh. r. 


Recs OREGON, Washington ane Idaho pro- 
gressive farmers via the WEBFOOT PLANTER, 
the leading farm journal of shor’ "Pacific North- 





est. 5,000 copies monthly gua’ 
for rates and sample Cont on rey will ‘interest 
you. WEBFOOT PLANTER “Portland, Ore. 


AMtai BOUT seven-e! tective of the culate done 
—p ‘ective because it is placed in 

and a re no more than one- 

eighth of Ay ke rtaiee faue that ‘ht be oo Lg Dieting 


same other 
have the right “advertisement and pat ft it in the 
ht papers, your adve: ng w y. aare 
eater solict ited. Address THE GE is 
WELL ADVERTISING CO., 10 Spruce se Si. Y. 


300, 000 ase brated tappmnan’s A Al- 
OK. 


di 
ited amount of advertising SS IX - by use the 
. and they have 





two books to advertise our P. $44 

made our P. P. P. _ _—, seller in’ Georgia, Flor. 
ida, Alabama and poss = Carolina. LIPPMAN 
BROS., Lipp ’s Bloc! h, Ga. 





seventy-two aera and sixteen portraits. 
The New York Musica 
a@ guaran- 


A 
Echo Co.,163,165 ana 169 Co: annah,Ga. 


GOVERNMENT CONTRACTS. 


oO want to sell to the U.S. Gov’t Our Com’1 
Dept. can aid you. Send cata- 

home} desirable contracts soon. sey 74 
— & INDUSTRIAL PRESS, Wash., D.C. (8) 


ei 
MISCELLANEOUS. 


END your name on a small Frortiers.-targeet 
st of iny Large Postal for 4 
d stron; n the market goly $2.70 per per 
1,000, WwW SOHNSTON, 10 ‘ON, 10 Spruce 8St., New York. 
FoLpine BOXES of neat aj neat appearance ont 
weight for mail: cuts,  Sromtunne, mye 
make a specialty of these for advertisers, adver- 
tising —_ Yani ae. ete., and 
have PRINTERS’ ores on our 
books. e get up various sizes and kinds, some 
of them patented. We think it will be of mutual 
advantage for you tow to Mo] us yu are mad 
anything. ERS ae, John St. 
EL. Fad bee kly and permanent! bs ae 
Lae ie Used by many physi- 


Ib practice ice 25 cents. 

Cama RH and! mh eadadees it brings relieved 
d permanently cured. i fever and asth- 

ma epetied py D by Dr. Brown’s Cure. Price 25c. 


Month's trial 25c 
BROWN MED. CO co., bibr'y, Youngstown, Vhio. 








AD VERTISEMENT ¢ T CONSTR UCTORS. 
J ONES. 


D™*. Nassau St. 

66 4 SK LEWIs ABOUT IT.” 

J ONES, 101 World Bldg., N. ¥ 

LL makes medical ads pay. 

LEW adaress is PENN MUTUAL BLD., Phila. 


LARENCE F. CaasrunD, 179 Front St., 
Owego, Tioga Co., N. Y. 


‘ILLAM & SHAUGHNESSY, Savertaas, 623 & 
X 624 Temple Court, New York. Write 

WE sold is before we tried to ebveatie 

XN Lo HE WHITMAN CO., 37 Nassau St., 

ew Y 


r be’ on writer of exclusively medical and 
J soa at vertisin Advice or samples free, 
ULY Sse G. MANNING, South Bend, Ind. 
ADWRITING and Pictorial Window estore or 
ists. Best and cheapest 
BURNS, the Druggist, Bernardsville, 
N OTICE—No matter who does your sine 
my prices on Vink Peon 10% WM. JOHNS- 
cE Mgr. Printers’ Ink 10 Spruce St., 
EBD Jour name on a on ® small poe ane 


S of m poctes JOHNSTON. Man- 
equate Tak Tess, "wt reas, 10 Spruce St., N. Y: Cit ty. 





C coccccecececc coccccece coccceccce 
Gp OOCECEEE COCOGCOCOCE CECCCOOGOECO 
co A BARGAIN OFFER co 


cc FO. ieee ONLY. cc 
CC Send me $2.00 and ask me a reason- CC 
CC able number of questions about your CU 
advertising. Tell me all you canthink CU 
of concerning it. Send some 3 our oo 
own ads and some of your com or’s. 

In return I will write you a nog of 
advice upon the subject that be 
worth much more than $2.00 to you. 
T’ve had experience in such advertising 


«this of Ror is for only. T never 
letter of advice _- be by— 

5200. t usually .00 to 

10.00. Send tho mom —— a ‘the order. 

ou may have it back if you are not sat- 


CLARENCE F. CRASHED, 


Ow 
Writing, I Plans and 
Advice fr hte 
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A®t, 


First 
Den 
Star! 


land : ‘ 
Longworth 8t.; 
Lo 


PRINTERS’ INK.. 


LEAGUE, New York, furnishes 


ten eee 
as perfect 


jer, etc. 


PANY. FO We have 


a 

ure of a 
would 
er 


: Fourth & Elm 8ts.; Minneapolis : 
St., south; Kansas Wity : Dela 
vy 1616 Bla’ - 





thousands 
th cuts and advertise- 
ments. of criticism or advertisement, 50 cts. 
Letter of or advice, $1 to =, Special 
cuts cheaper than many, but as any. 
TS 
OWN A Tire srvLe E Gimbe,” str strawbii 
OWN STYLE — 


< ted bhegs = a Beet Cooper, 
a 


adge & 
bt fr from Anti HIcICAN 


4 


dreds of styles Sor = your 
. Our ne 


Schoef- 


er Old Style wane make 
first-class lead: feat- 


style. 
ley or Jensen 


ATL, inne 


such as our Klon- 
Ba: 


rm 5 3 
Chicago : 203 East Monroe 16 St. 


kK, - 


ronto: Toronto " are, Foundry Company, Limit- 
ee Si : Dodso. mn Printers! 7S juppl 
Com rth E For th St.; Dallas. 

& 0" = ee rae wom Commerce ” -. 


bi 
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DO YOU 
FAIL TO GET REPLIES 
YOUR CIRCULAR ADVERTISING! 


Many advertisers come to me with 
this comp! 
Their newspaper advertising brings 

uiries, but r aerertny, 
there is no 

The reason is in enough, 


respo 
usually plain 

o e advertiser has overlooke.i it. 
the adverti has looke it. 
Ihave been able frequently to set 
him righ it at a very moderate expense. 

I would like to do othe same for you. 
If your cat link anys system seems to 
have a weak link ar 


er 


y expe! 
thine for so many others gives me 
the confident assurance that whatever 
weak ints = advertising may 
have, I can fin Bn them. 

If you are not satisfied with the re- 
= I are getting, write to me 


WOLSTAN DIXEY, 
150 Nassau St., New York. 
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ae 1 believeI 

can get up an advertisement or book! or circu- 

Jar as well to sell goods as person 

in the business. I have better facilities any 

other man land for out the fin- 
ished . It is all done under perso! 


supe: n. 
matter what you may want, write 
Send your name on a ponel 
my ae . WM, J Bron. 2 
Printers’ Ink Press, 10 Spruce St., N. ¥. 
7 HE 2g mad placing of seaetn an a 
first in me peed copy. Copy — 
says what ought to be said in a ne of ney J wa) 
Second in 





the matter in such type as w: 


catch the eye and embellishing the same witha 
can tell 


if oj be dete on that will tell 
its story ata giance. ‘Third,in the selec- 
tion of rs that reach number of 


poi 
who emplo “Fy i our practice 
Address P. ROWELL “aD 
CO., No. HH he St., New York. 








HERE ARE A FEW 
of the things that have been said about 
me and my work as a writer and illus- 
trator of advertising matter. 
1 bee od ie ced to send one of my books 
con further information to any 
Sa men wi who will write for it. 


geese 


i] 
° 





MR. CHARLES F. JONES 


is without a peer in Ameri 
City Evening Journal, June 29, 1897. 


Mr. Jones is one of th the brightest stars 
in his line of business in this country.— 
N. J.) Be g News, June /7, 


ban 9 


-) 
x 





1897 


It is quite certain thi that Mr. Jones 
more and better publicity for less 
money than any r in New York.— 
Profitable Adt ing, Boston, June 75, 


“— 


1897. 


88S88 


Aman who has done done what Mr. Jones 
has done for good advertising deserves 
os New York, June 79, 

897, 


888 





CHAS. F. JONES, 

Writer and Illustrator of ‘Advertising. 
Practical Advice on Business Subjects. 
Suite 101, World . ¥ oe 

New York, . 
Correspondence invited. 
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the agent ? 


It will pay you to pay me to — your case and tell you the plain 
truth about it. Write me—confidentially. ‘ 


Charles Austin Bates, } 


‘Wesa wood 


Is there any dead wood in the list of papers or 
magazines you are using? Is the advertising bringing inadequate results? 
Where is the fault? Is it with you, or the copy, or the media, or 


Vanderbilt Building, New York. 
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PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS. 
eet or & ‘ednesday. Senomien cone. 


sf . five dollars a year, in advance. 
Six dollarsa bundred. Noback bers. 
For ten dollars, paid in 


aI 
will be given, coveri rye) subscription — 
date to (January Ist, 1901) the end o tu 
ited from p! 





trons 
application, o! co! 
te It any person who has not paid for it is re- 
ceiving PRINTERS’ INK it is because some one 
subscribed in his name. Every 
at the eee e—- the yd ‘or. 


Classified advertisements 2 5 cents a a po: 
words to the line ; im ae. 
a line; lines to 


inch. $1 Ss 4 
ponlbion ace te ~~ per cent oem vee ne 
edj; disco ive per cent for cash with — 


Oscar Herzperc, Managing Editor. 
Peter Doucan, Manager of Advertising and 
Subscription Department. 


New York Orrices: No. 10 Spruce Street. 
Lonpon AGENT, < = ea 50-52 Ludgate 
ill, E. C. 


NEW YORK, APRIL 13, 1898. 














THERE is a rumor that Allan For- 
man has an ambition to re-establish the 
Journalist, There isno reason why he 
should not. It is not any deader than 
the other papers that assume to work 
the same field. 


THE Ripans Chemical Co. is now 
placing advertising contracts subject to 
the following condition : 


If during the life of this contract the paper 
inserts an advertisement of Stuart’s Dyspep- 
sia Cure or any constipating medicine, the 
right is reserved to substitute an unobjection- 
able advertisement of a pile remedy occupy- 
ing same space. 


A RELIABLE correspondent writes to 
PRINTERS’ INK, under date of March 
30, 1898 :- 

Perhaps it will interest you to know that I 
have learned from two sources that the St. 
Paul Pioneer Press does not sell more than 
13,000 copies (dona fide), and from one 
source that the St. Paul Gvobe does not at 
present print more than 9,000 copies a day. 


THE Boston papers, all but the Post, 
have reduced the rate of commission 
allowed toadvertising agents to ten per 
cent. Ofall the Boston papers the 
Globe is the only one that has not habit- 
ually given the so-called agent’s com- 
mission to pretty much everybody who 
asked for it, on the theory that the ad- 
vertiser who acts as his own agent is 
entitled to agent’s commission. From 


the beginning the Globe has been 
square and honest on this point, a re- 
markable exception to the usage pre- 
vailing in Boston and almost every- 
where else, 





THERE is no other commodity bought 
and sold of which-buyer and seller are 
so absolutely ignorant of its value as 
newspaper advertising. Space of the 
same quality is daily sold at prices vary- 
ing as widely as the difference between a 
cent and a dollar, and neither buyer or 
seller knows whether he is paying too 
much or accepting too little. 


- 


A NEW STEP. 


The Ladies’ Home Journal, of Phila- 
six delphia, through its advertising man- 
ager of the New York office, addresses 
the following letter to advertising 
agents : 








New York, March 31, 1898. 

By direction of the home office we beg to 
hand you herewith form covering conditions 
which we desire tq have fully observed and 
complied with in acting for this company as 
agent in obtaining alivertisements for the 
Ladies’ Home Journal, and which lease 

ut in letter-form, addressed to the Curtis 

ublishing Company, and return in accom- 
panying envelope. before April 11, 1898. 
is form is being sent to all agents now 
upon our list who receive commission, and 
will apply also to all who may be subse- 
quently added thereto. 

We shall be compelled to drop’from the 
list referred to all those from whom the 
signed form is not received by date men- 
tioned above. 

Your early attention to this matter is re- 
quested. 

Tue Curtis PustisHinc CoMPANy, 

E. W. Spautpinc, Mgr. New York Office. 

The following is the agreement 
which the advertising agent is re- 
quired to sign : 

In acting as an agent for the placing of ad- 
vertising for the Ladies’ Home Journal, for 
which we are now allowed a comm‘ssion of 
ten per cent, we hereby agree to maintain 
your fulf rate of five dollars per line, less 
regular cash discount of five per cent for 

ayment on, or before, first day of month 
ollowing date of bill. 

We further agree not to quote any price 
for advertising in the Ladies’ Home Fournal 
at less than your full card rates at that time in 
effect, and should this agency or any of its 
solicitors or connections violate this agree- 
ment, either by direct cut in price or by 
allowance in any form, we will, upon satis 
factory proof of same, pay you ‘the full card 
rate for the business on which cut or allow- 
ance has been made—subject only to the 
regular cash discount. 

t is understood and agreed on our part, 
that should this apenas be violated the 
second time, we are to be dropped from the 
list of agents for the Ladies’ Be me Fournal, 
and any future business from us—if ac- 
cepted by you—will be subject to the regular 
cash discount only. 


Inasmuch as the Ladies’ Home Jour- 
nal has always protected the advertis- 
ing agents and never allowed the 
agent’s commission to people who were 
not entitled to it, what they demand 


appears to be quite fair and proper. 
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PRINTERS’ INK. 


CONFEDERATE BILLS FOR AD- 
VERTISING PURPOSES. 


2cg GranD St., Brooxiyn, March 31, 1898. 
Editor of Printers’ Inx: 

I have been informed that you can tell me 
where I can order one hundred thousand 
Confederate bills, Willi you do them for me 
or tell me where I can have them done? 
Kindly answer. Dr. L. H. Hansen. 

The Treasury Department has re- 
cently decided that the reproduction of 
Confederate bills is in violation of 
sections 3,708 and 5,430 of the Re- 
vised Statutes of the United States. 
These sections make it unlawful to 
‘* design, engrave, print or utter, issue, 
distribute, circulate or use any busi- 
ness or professional card, notice, pla- 
card, circular, handbill or advertise- 
ment in the likeness or similitude of 
any bond, certificate of indebtedness, 
certificate of deposit, coupon, United 
States note, treasury note or other ob- 
ligation or security of the United 
States which has been issued or may 
be issued,’’ and also prohibit having in 
one’s possession the plates from which 
such matter could be printed, —_— 
ing a penalty in the one case of $100, 
and in the other of $500 and imprison- 
ment not exceeding fifteen years or 
both. These sections do not at first 
sight appear to apply to Confederate 
notes, but the solicitor of the Treasury 
has decided that they are applicable, in 
the following communication sent to 
Secretary Gage : 

Wasuincrton, D. C., July 7, 1897. 

I am in receipt of your communication in- 
closing so-called fac-similes of certain notes 
issued and circulated as money by the late 
Confederate States of America, on the reverse 
sides of which it is proposed, by the Dr. Seth 
Arnold Medical Corporation, of Woonsocket, 
R. L., to print advertisements, and circulate 
the same “ all over the United States.” 

You request my opinion as to whether such 
use would be in violation of law. 

The statutes make it unlawful to print, cir- 
culate or use any advertisement in the like- 
ness or similitude of any United States note 
or Treasury note. (Section 3708 of the Re- 
vised Statutes. See also 5188 /d., relating to 
penalty for og | national bank notes.) 

he specimens submitted may, from their 
size, shape, and to some extent general ap- 
pearance of certain U. S. securities, be said 
to be in a measure in the “ likeness or simili- 
tude’ of said United States securities. The 
words “‘ likeness ’’ and “‘ similitude”’ are used 
in a synonymous sense, and mean, as em- 
loyed in the statute, “1. Similarity. 2. 

a is ow or closely resembles 
especially in outward form or appearance. 
(Standard Dictionary.) = 

While it is true these imitations would not 
deceive an expert or a person of education, 
or of experience in the use of money, yet 
the fact can not be overlooked that a large 
number of people “all over the United 


States” are illiterate and inexperienced in 
dling money, and are easily imposed on 
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by what appears to be money. Of all per- 
sons these require the most jealous protec- 
tion of the law. I am, therefore, of the 
opinion that the proposed use of similitudes 
of the issue of so-called Confederate money 
would be in violation of the statute, and 
should not be permitted. 
(Signed) M D. O’ConneLt, 

The result is that Mr. Hansen and 
others must abandon all ideas of using 
the paper currency of the late Con- 
federate States of America for adver- 
tising purposes. Several tons of such 
bills were recently confiscated in New 
York by Secret Service officials ; the 
flames had a merry time of it, and are 
smacking their lips for more. 

prarabemer a Ar tee 


Mr. GEorGE F. KINNEAR, formerly 
advertising manager of the Washington 
Times, on April 1st took charge of the 
advertising business of the Washington 
Post as its advertising manager, in 
lace of Mr. Frank Pierce, who recent- 
y accepted a position with the Colum- 
bia Phonograph Co, Ex-Postmaster 
Frank B. Conger has for many years 
been connected with Washington news- 
apers and has taken charge of the 
oreign business of the Zimes and 
opened an office in the Tribune Build- 
ing, Room 52. 


J. W. RicHarps, of the Schaghticoke 
(N. Y.) Sun, writes : 

It does seem to me that Printers’ Inx of 
late has been rather hard on the country 
weekly. Iam interested in the discussion of 
the statement credited to the Little School- 
master that an ad in a country weekly is not 
worth any more per thousand than an.ad in 
a metropolitan newspaper. I would like to 
advance the following arguments against the 
statement. 

Mr. Richards’ arguments are not 
given because his premises are not ad- 
mitted. PRINTERS’ INK does not as- 
sert that an ad in a country weekly is 
not worth any more per thousand than 
an ad in a metropolitan newspaper, but 
does assert than an advertisement in a 
country weekly is not worth as much, 
and for that matter PRINTERS’ INK 
further asserts than an advertisement 
in a country weekly is not worth half 
as much as an advertisement in a 
metropolitan newspaper. But for all 
that the country weekly is all right and 
has a constituency at home. The vil- 
lage dry goods store can not reach the 
village people or the people in the out- 
lying districts by inserting an adver- 
tisement in a metropolitan newspaper. 
The home merchant must use the 
country wéekly, and the country week- 
ly that devotes itself to home advertis- 
ers will be useful and influential and 
its proprietor will make money. 
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IN SOUTH AFRICA. 
St. Tuomas, Ontario, Feb. 10, 1898. 
Seth Thomas Clock Co.,, Thomaston, Conn.: 

Dear Sirs—I returned from South Africa 
last month, where I wes giving exhibitions 
with the cenimetograph (moving pictures). I 
met with such success that I am about re- 
turning with a more extensive show. 

Having procured a viascope, or machine 
for taking moving pictures, I am prepared to 
take pictures in motion and reproduce the 
same in first-class sha When I go back I 
purpose advertising with my pictures fifteen 
different Canadian and American products, 
railroad and steamship lines and only one of 
each line. 

I discovered while there that Canadian and 
American goods take better and at better 
prices than goods from any other countries 
and can get low shipping quotations. 

My plan is to go to the factory or railroad 
Station or any point of interest on railroad, 
and take views, or at steamship wharf and 
take picture of boat arriving or departing, or 
take any view the proprietor or management 
may desire and reproduce the same picture 
in Africa in connection with my entertain- 
ment. 

I shall establish an office in Cape Town, 
with a man continually there to handle Cana- 
dian and American goods and advertising 
matter, making it the distributing point. 

f you advertise with me, your advertise- 
ment will be displayed in every town and 
=~ in Cape Colony, the South African Re- 
public, Orange Free State and Natal. Be- 
sides showing your picture, I could announce 
your business from the platform and distrib- 
ute printed matter to the audience. Between 
each picture shown there is an interval of 
three minutes, when we can put upon the 
canvas your printed advertisement, which 
would remain stationary for about two min- 
utes, and this can be repeated five times dur- 
ing each evening. 

‘an give references or guarantee for fulfil- 
ment of any contract. 

Terms and more particulars given if 
wanted. Address 

Tue T. A. Simonps Soutn Arrican SHow 

AND ADVERTISING Co, 

Box 953, St. Thomas, Ontario. 

List or Crtres anp Towns I Purpose Ap- 

VERTISING AND SHOWING IN IN AFRICA. 

CAPE COLONY. 


Cape Town, Woodstock, 
Wellington, Ceres, 
Beauport West, Victoria’ West, 
Kimberley, Vryburg, 
Fochudi, Francistown, 


Salsbury, Simons Town, 
Wynberg, Oudishoorn, 
Swellendam, Caledon, 
Aberdeen, Stellenbosh, 
Uitenhage, Port Elizabeth, 
Graff Reinet, Cradock, 
Colesberg, Grahanstown, 


K. Williams Town, Indwe. 
Albert Junet, Aliival N., 


Paarl, Worcester, 
De arr Junct., Mafeking, 
Bulawayo, Malmesbury, 
Montagu, Prince Albert, 
Mossel Bay, Somerset, 
Sherborne, East London, 
Queenstown. 

SOUTH AFRICAN REPUBLIC. 
Klerksdrop, Middelburg, 
Krugersdorp, Komatie, 
Heidelberg, eo ae 
Barberton, retoria, 
Potchef stroom, Lydenburg, 
Rustenburg, Pilgrims’ Rest (gold 

fields). 
ORANGE FREE STATE. 
{penetoents, Harrismith 
roonstad, Bloemfontein. 
Springfontein, 
NATAL. 
Durban, Ladysmith. 
Pietermaritzburg, 
eo A 
AT THE HUB. 


Boston, April 9, 1898. 
Editor of Printers’ Ink: 

Donnelly & Son, the billposters, now have 
several stands of bills with a row of electric 
lights around them so that posters may be 
read at night as wellas inthe daytime. One 
of the ee souvenirs being given away 
is an illustration of the ill-fated battleship 
Maine in half-tone with a ribbon bow in one 
corner made of the national colors, which 
sets off the picture nicely. John C. Paige & 
Co., 20 Kilby street, are distributing them. 
Press and Printer, Boston, will this week 
describe a “‘ trading stamp ” scheme that can 
be operated by a newspaper—the plan is to 
put up a grand prize, say a bicycle, piano or 
a house lot, and for the newspaper to furnish 
its advertisers with sale checks or coupons in 
amounts proportionate to their space used in 
the paper. The merchants give these cou- 
pons free with every sale, and the person 
presenting the largest number of coupons at 
the office of the paper on a certain day takes 
the prizes. Live publishers will be quick to 
see that this plan will have a run and I pre- 
dict a good long one. Fax. 








brings about 
Values change 


WA 


tinues while bullets are flying and 


MOSES ‘& HELM, 


Writers a 





what the morrow will bring 
forth. Demand in one direc- 
tion increases and in another decreases. Business con- 


forth missiles of destruction. More than ever is good 
advertising needed in war times. More than ever are 
the services of competent specialists required. If you 
want your advertising put on a war footing, write to 


nd Illustrators of Good Advertising, 
111 Nassau St., New York City. 4 


new conditions. 
. None can tell 


cannon belching 
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FORSTWO REASONS, 
AvuanceE, Ohio, April 2, 1898. 
George P. Rowell & Co., New York: 

For two reasons we have about decided to 
stop campaigning for foreign advertising ex- 
cept such as comes direct from the adver- 
tiser himself. " 

One reason is that prices now being offered 
publishers by advertising agents almost pre- 
clude the possibility of accepting the busi- 
ness except at a loss. 

The other is that in direct contrast to the 
low prices offered by advertising agents for 
space in the newspapers, is the exorbitant 
price of directory publishers for advertising 
in their publications. If the price for adver- 
tising in the directory was in proportion to 
the tthe di y publi advertis- 
ing agent offers the newspaper, we could 
ained to negotiate with them and patronize 
the directory. But as such is not the case, 
we are doing the bulk of our advertising 
with the advertisers themselves. 

During the past week we have been solic- 
ited for ads from ten different directory 
publishers, all of whom want from $50 to $100 
a page for a 6x8-inch ad on a circulation of 
1,000 to 1,500 copies. 

Were we to accept them all it would take 
the profit not only on all the foreign adver- 
tising now running, but the local advertising 
as well. We don’t claim to cover the earth. 

Hoping the time will soon come when ad- 
vertising agents and newspaper directory 
publishers can see their way clear to do busi- 
ness with papers on a basis that is not so 
short-sighted as is now in vogue, we are 
Respectfully yours, 

Tue Leaper Pustisninc Co., 
Per W. R. WapsworTH. 





—_ +o 
IN INDIANAPOLIS. 
InDIANAPOLIS, Ind., April 1, 1898. 
Editor of Printers’ Ink: 

A card in.a shoe dealer’s window reads as 
follows: ‘*Some shoe dealers want only 
your size and your money. We want more 
than that: we want your friendship and 
your future trade. We will get it if extra 

ains and extra value count with you.” 
Fiere reads another card: ‘“‘When you are 
tired of spending money for merely look-well 
shoes, try a pair of ours, which look well, fit 
well, wear well. They cost no more than 
the poorer kind.” ‘‘ Every time you pass by 
our store you lose money,” says a card in a 
clothing nal window. With each dozen 
cabinet photos a photographer offers to give 
you an 18x20 photo of any church in the = 
Another photographer runs his own cab, 
gets customers and takes them home again 
free. A cloak dealer uses enameled signs for 
advertising ; they are tacked up and stay, be- 
cause they contain the city fire alarms. A 
game resembling “ authors’’ is called “* pro- 
gressive merchants,” and contains the names 
of retail merchants, It is given away by a 
dry goods firm. Gro. B. Forrest. 


MORE BARRISON ADVERTISING. 

The Prussian Diet has once more ordered 
the minister of the interior to expel the 
Barrison sisters from Prussian soil. How 
kind it is of the European authorities to be 
constantly acting in the capacity of advertis- 
ing mediums for these naughty girls.— 
Boston Herald. 


THE SUNDAY NEWS (?) PAPER. 


Toobee—Well, what is the news to-day ? 
Arnott—I[ don’t know. I haven't read any- 





thing but the Sunday papers to-day.— 77th. 
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SOMETHING FOR NOTHING. 
New York, April 2, 1898. 
Editor of Printers’ Ink: 

We had on hand a supply of miniature 
* levels,’’ which were gotten up as souvenirs 
for present and i advertisers. We 

laced a ad in Printers’ Ink, issue of 
March 23d, stating that we would mail one to 
any address upon the receipt of a two-cent 
stamp, which simply covered the postage. 

We were swamped with letters inclosing 
stamps from all over the Union and Canada ; 
presume the foreign mails will bring some 
more on Monday. Our little stock of 
“levels,”’ about 200, soon gave out under the 
avalanche of replies, and we have been re- 
turning stamps ever since with an explan- 
atory letter, regretting our inability to mail 
our souvenir as requested. 

The next time we advertise anything of a 
similar character we shall have at least a 
thousand or twoon hand to meet the usual 
results that follow a page ad in the “ Little 
Schoolmaster.”’ £0. Kissam & Co. 

——__-+> 
LEX IS RIGHT. 
Editor of Pruxters’ Inx: 
_ In one of Mr. Bates’ articles the follow- 
ing assertion ap ars: 

“We have all heard how very few words 
Shakespeare used in his writings.” 

Perhaps Mr. Bates would be surprised to 
learn that Shakespeare used a greater num- 
ber of different words than any other man 
known to English literature. Yours toi 

EX. 








MR. DANIELS WANTS COMMENDATION. 
In a speech before the annual convention 
of the American Newspaper Publishers re- 
cently, Mr. George H. Daniels, general pas- 
senger agent of the New York Central Rail- 
road, called attention to the fact that in the 
railroad stations of Europe and along their 
lines the sign-board advertising business is 
so overdone that there is no landscape or 
peace for the eye, and said that it was the 
policy of the American railroads, in so far as 
they could, to avoid this sort of business 
and that he believed, like most other railroad 
men, that the only proper and paying adver- 
tising was in the newspapers, where people 
looked for information. He said that the 
policy of railroads in suppressing signs dis- 
gusting to fine feeling should be commended 
y the press.— Denver Republican. 





+o 
TOO MUCH DISPLAY. 

I believe that there is entirely too much 
display of all kinds. The advertisement of 
the future will be an ad set in plain, read- 
able type, telling a plain story, and it will 
depend for attractiveness upon the use of a 
handsome illustration. I am almost inclined 
to believe that display hurts more ads than 
ithelps. Don’t misunderstand me—I believe 
in display properly used, but I believe that 
nine times in ten one display line is all that 
need be used in an ad.— Bates. 
> 

THE LAST STRAW COUNTS. 

The hard thing in advertising is to make 
an ad that is above the average. It doesn’t 
have to be anything very astonishing to 
make itself prominent. If it sticks up only 
alittle bit above the dead line of the ordi- 
nary, it will stick up far enough to be seen. 
There isn’t much difference between an ad 
that reaches and an ad that does not. It’s 
the last little bit of added excellence that 
counts.— Bates, 

















—— 
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ADVERTISING A RELIGION. 

The * pipe tong ate A Publication Society” 
has had an office in the Cooper Union Build- 
ing, New York, for the past twenty-five 
_ This is a private corporation started 

yy wealthy members of the church, and sus- 
tained by gifts and bequests made to it from 
time to time. It was organized for the pur- 
pose of printing and circulating the works of 
the founder of this system of religion, all of 
which were origina‘ly written in Latin. 

L. S. Smyth is in charge of the business of 
the Society. In talking to him lately about 
their methods of proselytizing, he said: “ At 
the outset we pursued the course that is 

robably pursued by other societies of simi- 
archaracter. Active members of the church 
would learn of persons who were interested 
in its teachings, and would express a desire 
to be informed about them. The names and 
addresses of such persons would be sent us 
by the church members, and we would for- 
ward tracts and books. ’ 

“How did you happen to try 
in the newspapers and magazines 

“We started this method of propaganda 
about eight or nine years ago. Fomavae it 
occurred to the Board, or to the one who 
originally proposed the scheme, that there 
was a large number of persons who might 
be interested in the teachings of Swedenbor; 
who could not be reached through churc 
influences. Many such people might not at- 
tend any church, and if des had ever heard 
of Swedenborg at all only had vague or ab- 
solutely false ideas as to his teachings. 

“ Most intelligent persons know that Swe- 
denborg was a voluminous writer. His life- 
time may be divided into two distinct periods ; 
the first, ending with his fifty-fifth year, was 
given to business, science and philosophy ; 
the second of nearly thirty years, was conse- 
crated to theology and spiritualism, The 
aim of our Society is to circulate his religious 
publications, and I suppose our organization 
stands in the same relation to our church as 
the American Tract Society does to the 
Orthodox Church. It may be said that since 
we used the advertising columns the Uni- 
tarians have done the same thing. 

* “ What publications did you try first ?”” 

“The popular magazines. Each year we 
would make up our list of publications, 
quickly dropping those that we found did not 
bring answers. Most advertisers would use 
the expression ‘dropping those that did not 
pay,’ but, in a pecuniary sense, our enter- 
prise did not pay, and we did not expect that 
it would. We sold our books at cost, or less.” 

*“* How much money did you invest in ad- 
vertising ?” 

“T could not 
approximately 
sand dollars.” 

*“*And how many books did you circulate 
by this means?” 

“ We will say, at a guess, about ten thou- 
sand.” 

“Did you have any method of ‘keying’ 
the advertisements, to see if they were bring- 
ing in answers?” 

*No. We judged by the writers’ men- 
tioning the name of the publication in their 
letters. The books were sold at fifteen and 
twenty-five cents a copy. They were un- 
abridged, printed in small but clear type, 
and bound in paper covers. The same works 


advertising 
? ” 


give the exact figures, but 
should say about ten thou- 


bound in cloth, gotten up in good style, 
would cost $1.50 to $2.50 a volume.”’ 

“ Please name some of the magazines you 
tried.”’ 

“ Among the best mediums can be men- 
tioned Munsey’s, McClure's, Leslie’s Popu- 
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|\lar Monthly, Harper's Magazine, Scrib- 
ner’s, the Century, the Cosmopolitan, the 
Forum, the North American Review and t 
Review of Reviews, Current Literature, 
New England Magazine, Pleasant Hours, 
Lippincott’s, American Nonconformist, 
American Nationalist, Voice, Investigator, 
Twentieth Century. The Cosmopolitan 
ane us many answers.’ 

“How did you find the weekly news- 
apers ?”’ 

“ Some of the popular illustrated weeklies 
gave satisfactory returns ; ¢. g., Lesiie’s /ddus- 
trated, Harper s Weekly and the Scientific 
American.’ 

“Did you ever try the lists of country 
weeklies or dailies prepared by advertising 
agents ?’’ 

“* No, we did not use the country journals 
and selected our own publications. We use 
the daily New York Sua occasionally, and 
found that to be a good medium. The 
Hearthstone, of New York, was also satis- 
factory.” 

“Did you use any miscellaneous weekly 
publications?” 

“We received quite a large number of 
answers from our advertisements in the lib- 
eral pers, such mediums as the Arena 
(monthly), the Banner of Light (spiritual- 
istic), and the 7ruth Seeker (materialistic) ; 
not so many, however, from the latter, as the 
twoformer. We advertised quite extensively 
in the religious press, papers like the Oxt- 
look, the Independent, Christian Herald, 
Christian Work, Ram's Horn, the Evangel- 
ist, Unity, Congregationalist, Universalist, 
Watchman, Morning Star, Christian Advo- 
cate and /he Advance.” 

The catholicity which marked the selec- 
tion of advertising mediums to make known 
the teachings of the great seer is shown by 
the fact that “rank Leslie's Budget of Fun 
was among the number chosen. The man- 
ager informed me that there were not many 
replies from this publication; but the same 
could be said of the Review of Reviews,a 
budget of a very different character. The 
advertisements were from ten to thirty lines 
in length, announcing and briefly describing 
one or more books, and stating that the 
would be sent on receipt of the price named. 

In conclusion the manager informed me 
that although these advertisements had not 
appeared for some time, their cessation did 
not imply that the plan was a failure. He 
said it was their custom to advertise for a 
few months, then stop, and he did not think 
that the stopping of the advertisements had 
any bad effect on the utility of the enterprise. 

Gro. J. Manson. 

Few stores are so uninteresting that they 
can not be made the subject of an attractive 
newspaper announcement. 


ARRANGED BY STATES. 


Advertisements under this head 50 cents a line. 
Must be handed in one week in advance. 


GEORGIA. 


 OUTHERN FAKMER, Athens, Ga. Leading 
‘ Southern agricultural publication. Thrift, 
read it; 22,000 monthly. Covers Sow 
Advertising rates very low. 

















people 
and Southwest. 


KENTUCKY. 


Cao INQUTRER, daily, Sunday and 
Twice-a-W eek, publishes more news, fresher 
read than any pa- 

















news, and is more extensi 
per in Western Kentucky. 
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MINNESOTA. 


T= MINNEAPOLIS TIMES is the only En- 
glish daily published in its city that has its 
_ cash paid circulation examined and certified to 
ee wy A af 
e8 ol 
of Ueusean some hose circula 
Guarantee Company is pe to 
H4 JLIS TIMES is also the on 
sahara 
th furnished a detailed statement of 
Freulation for each of its editions di the 


your 1897 as a basis for 4.,-~tte last issue of 
ie Ameri: 





icance of 





OHIO. 
Be fren ae SUNDAY Lyi offers 
reward 


if they paeent 
ae lon in that terri of ose. people. 
Rates, 20c. inch. Nadeess VE ws, Youngstown, Oo. 


SOUTH CAROLINA. 


‘HE fg Sy REGISTER—daily and week: 
is the only dail paper in South Caroling 








circulation state- 
(See Ayer’s Directory). It is 

family newspaper published in the State. That’s 
why it pays to advertise in THE REGISTER. 


WEST VIRGINIA. 
Htire’n than any other W.Va. English daily. 
Displayed Advertisements. 
50 cents a line; $100 a page; 25 per cent 


extra for specified position—i/ granted. 
Must be handed in one week in advance. 


To Exchange for Newspaper 
5,000 om of Mineral and Timber Land in 
Seek Co cons “Jobom LS ma vr —— ea for Newspaper 


Ad 
R. JEFF. RS, Huntsville, Tenn. 


ADVERTISING NOVELTIES 
with genuine merit at a low price, al- 
lowing large quantities to be distribut- 
ed at a small cost. 

The Whitehead & Hoag Co., Newark, N.J. 


THE EVENING CALL 


LAFAYETTE, INDIANA, 
the best daily newspaper in America for the 
tise of the town. It Itist, me hicall: some, 
and reliable. Member Associated 
Th fo more home advertising and foreign adver- 


tising than other evening paper initsfield. It 
betes pom n It is read by aa cleaees. 


PHENIX, ARIZONA, 


is the trade center of 
50,000 prosperous people. 


TH 
Arizona Republican 


published every morning 
in the year, is read by the majority 
of these people. 
For rates and information concerning this 
progressive newspaper, see 


H. D. LA COSTE, Eastern A it, 
38 Park Row, New York. 





































Texas is the greatest State in the Union. 
There are over 300,000 Baptists in Texas. 


THE 
TEXAS 
BAPTIST 
STANDARD 


is their chief medium. 
The STANDARD has the largest circula- 
tion of any religious paper published in 
the Southern States. 
The following affidavit proves that 


fact: 
00, TEXas, February 3, 1897. 
To Wnox Ir May ConCuny ® 
This certifies that the the smallest number of 
copies of the Texas Baptist St 
a during any week of 1896 was 
"_" J. B. CRANFILL, Proprietor. 
‘Beal.) & ee Hatton, Pressman. 
CLam LAWRENCE, Mailing Clerk. 
Subscribed and exora to 3 me by J. 
B. Cranfill, ly A and 8t. 
Easrrenco, tia Sa day of Sane 
Notary Publis, Mobsnsen Co., Texas. 


Advertising rates are reasonable. 

Write to the Texas Baptist Stand- 
ard, Waco, Texas, for sample copy 
and rate card. 




















KLONDIKE 


IS IN 


CANADA. 


The Vancouver (B. C.) 
Daily and Semi-Weekly 


WORLD 


gives all the information as to 
routes, outfitting and how to 
get there. Has double the cir- 
culation of any other newspa- 
per published in the Northwest. 
Write for particulars and sam- 
ple copy. 

THE WORLD, 

Vancouver, 
British Columbia. 
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TO PUBLISHERS 


Of first-class publications ha 50,000 
circulation or more, Wing & Son, 
Piano Manufacturers, offer 


The Wing 
Self-Playing Piano 


Instrumental Attachment. 


In exc e for advertising epece, no 
cash to oy to the publisher. 
to used to advertise 
the Wing Piano. 
The instrument consists of (1) a first- 
class Wing & Son upright piano, which 
can be used independently of the self- 
playing attachment. (2) Self-playing 
attachment. (3) Instrumental attach- 
ment, imitating the tones of the man- 
dolin, guitar, harp, zither and banjo. 
The instrument is not only a self- 
playing piano but a complete orchestra 
always at command to render any piece 
of music that may be desired. Any in- 
strumental music, waltzes, —. 
peratic selections, etc., can 
played by the self-playing piano and 
— will be absolutely perfect in time 
and expression. No matter how elab- 
orate the piece to be played there is 
absolutely no _ skill or knowledge of 
music uired. 
For full particulars apply to 


PETTINGILL & CO., 
120 Broadway, New York. 








Bridgeport, Conn.,- 


Has a population exceeding 
65,000, and is one of the 
most progressivemanufact- 
uring cities in New Eng- 
land. To reach these people 
you must use 


The 
® + 
Morning Union 

Tae Mornine Union fs an 
eight-page one-cent paper, and 
while selling for one cent, has a 
gilt edge constituency and is in 
no sense of the word a cheap 
newspaper. 

Tae Morninc Unton prints 
the telegraphic news of The New 
York Sun served by direct wire in 
its editorial rooms. 

THE MORNING UnNrIon is 
Bridgeport’s home newspaper. 
Itis delivered by its own carriers. 

New York Representative, 


HOWARD L. KELLY, 





+ 
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Eight —Daily and Sunday 
—lieatekenh Yiddish—1 cent. 
UNIQUE 
BRIGHT 
ENTERPRISING 


THE JEWISH 
DAILY NEWS 


DOSOSyIND 


Printers’ Ink says: 


“The Jewish Daily News with a cir- 
culation of 17,000 is an afternoon sheet, 
at t B’way, New York. It 
is the outgrowth of the Jewish Gazette, a 
weekly established in 1874. 

“The subscription lists of more than 
a defunct competitors are kept 
alive for the Jewish Gazette by seven 
eet es agents. Circulation 
nearly 25, 

“The Lgasente read the news columns 
in the Yipp1sH pages of the pa r, while 
the children look to the English part for 
Jewish news and special features they 
can not find elsewhere. These papers are 
thus read by both generations. 

“ Yiddish is more spoken in N. Y. than 
any other foreign language but Ger- 
man. 








ALBANY, N. Y. 


Largest, Brightest 
and Best Newspaper 
published in 

the Capital City. 


RATES AND SAMPLE COPIES ON 
APPLICATION. 


JAMES C. FARRELL, 
Manager. 








Specimen Copies Sent Free. 
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| The Bicycle Trade and Rider, 


IS ONLY REACHED THROUGH 


THE CYCLING WEST 


Let us help you get agents where 
you have none, and help the agents 
you have, by advertising your goods 
before the riders in their vicinity. 


WE HELP BOTH. 


NO OTHER CYCLE PAPER REACHES 
OUR FIELD. 


WE ARE ALONE. 


Write us for special inducements. 


The Cycling West Publishing Co. 
BOX 133. DENVER, COL. 











E. R. PIERCE, Generar Manacen. 


State Capital Savings 
and Loan Association. 


UNDER SUPERVISION OF STATE BANKING 
DEPARTMENT OF PENNSYLVANIA. 


HARRISBURG, Pa., March 10, 1898. 
THE PATRIOT Co., 
Harrisburg, 

Gentlemen—Herewith copy for adver- 
tisement to run comer arrangement with 
your Mr. McCullough. 

During December and the early port of 
January we did some advertising in THE 
Patriot, using fifteen inches display 
sixteen times. As it is not customary 
for Savings and lations to 
advertise to any considerable extent in 
daily papers, we watched this experi- 
ment with great care and it may interest 
you to. now that the — ts bes 

e 
replies, en from Harrisburg and the 
surrounding country, were immediate 
and numerous and, more to the purpose, 
brought us such a volume of business as 
to thoro' ply a sat ay us as to the value 
of THE an advertising 
medium, both 11 in t this’ city and through- 
out Central Pennsylv: 


Yours truly, 
STATE CAPITAL SAVINGS 
AND LOAN ASSOCIATION, 


per EDWARD R. PIERCE 
General Manager, 

















eeeees 











Circulation Record for the year 1897. 


‘TOLEDO EVENING NEWS 


Sold 6,749,714 Copies. 
Daily Average, 21,843. 
Send for advertising rates and sample copies. 
NEWS PUB. CO., ToLepo, Onto. 











T o Get Catatiindinee usdiee 


Advertise in their favorite family paper, 


THE EVENING JOURNAL 


of Jersey City, N. J. 


Psa Circulation in 1897, + 
ual doveregnt Circulation for Nov., Dec. and Jan., » 15,407 


14,756 
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of the 
Spanish 
People 


are said to be iliiterate. 
That means home papers “ don’t 
go” in Spain. 

American homes to the num- 
ber of 700,000 are reached every 
month by the five papers of Lane’s 
List. 

You are looking to America for 
your business. Let us tell you 
about this List; a letter or card 
brings full information. 


LANE’S LIST, Inc., 
Augusta, Maine. 


‘Agent's Guide 


NEW YORK 





Circulates everywhere. 

Published nine years. 

None better for Agents 
or Mail Orders. 


Rates, 50c. a Line. 


Forms close 25th. 

Put AGENnT’s GUIDE on 
your list.—Paper on file 
at all agencies.—Sample 
copy on request. 





AGENT’S GUIDE, 
P. O. Box 434, NEW YORK. 











Advertising 


Seed inthe TROY RECORD 


Will bring you a Golden Harvest. 














| Advertisers 


hadi tens Importing Co. 
: 145a Tremont St., Boston, 
H| Writes the 


..Nickell Magazine.., 


“The Nickel is “OK? Our trial 


ad in March number beat the record |f 


on f lies and money, and still com- |f 
ing. ily ahead of any other of |f 
the many magazines we used. You |f 
are at the top of the list for fall |f 
contracts.” : 
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THE LAST DAY! 


Plan of Publication of the June Edition 
of the 


American Newspaper Directory for 1898. 


MARCH 15. Submitted proofs for correction to all papers credited with 
regular issues of a thousand copies or more. 


APRIL I5. Revision commenced, beginning with part I., Catalogue by States. 


ApRIL 30. Revision complete. Corrections not likely to be made after 
April 15. 


_The forms go to press on the following dates, and are closed four days 


To and including California. 
To and including Idaho. 
To and including Illinois. 
To and including Iowa, 
To and including Kentucky. 
To and including Massachusetts. 
To and including Minnesota. 
To and including Nebraska. 
To and including New York State. 
To and including Ohio. 
To and including Pennsylvania. 
To and including Tennessee. 
To and including Washington. 
To and including Ontario. 
Part II. (over 1,000 circulation). To and including Indiana. 
Part II. To and including Ohio. 
Remainder of Part I1., all of Part III. (Sunday Newspapers) and 
Part IV. (Class Publications), Religion, Religious Societies, Education, 
Household, Matrimonial, Music and Drama, Sporting, Temperance and 
Prohibition, Woman Suffrage, Dentistry, History and Biography, Law. 
May 21. Part III. (concluded), Medicine and Surgery Numismatics, Phi- 
lately and Antiques, Scientific Publications, Sanitation and Hygiene, 
Army and Navy, G. A. R. and Kindred Societies, Labor, Fraternal Or- 
ganizations and Miscellaneous Societies, Agriculture, Live Stock and 
Kindred Industries ; all other classes of Arts and Industries and Foreign 
Languages. 
May 24. All sheets delivered at the bindery. 
June 1. A copy of the Directory shipped to each subscriber. 
Corrections can not be promised after May I5. 
Advertisements will be taken till four days before the form for the partic- 
ular portion is put to press. 
Advertisements to go in the back of the book can be taken as late as 
May 20. 
Address all communications to 
EpIToR AMERICAN NEWSPAPER DIRECTORY, 
No. 10 SPRUCE STREET, NEW YorK. 





PRINTERS’ INK. 


Real Elevated 
RTI ANE AY 
Advertising 


In the cars and on the stations of the 


Brooklyn “L” 


Nothing like it anywhere 


either for display 
or price. 





GEO. KISSAM & CO.,, 


253 BROADWAY, N. Y. 
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Street Car Riders are 


BUYERS. . 
OF GOODS 


YOUR goods, if you tell them what 


they are, and where to buy them. 








Our business is to tell you which 
cars to use, how to use them—what 
to use in them. All .these details 
are free to you. 


Are they worth asking for? 
W 


GEO. KISSAM & CO., 


253 BROADWAY, 


NEW YORK. 
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FINEST CARS 
NEW YORK. 


New Electric Cars.... 


now running on 


SECOND AVENUE LINE. 





ROUTES are from Brooklyn Bridge over 
Fourth Avenue Tracks to Eighth Street 
and from Broadway and Astor Place, east 
to Second Avenue and Harlem.  % 
We control the advertising in these cars, 
also in the 14th and 8th Street lines. 


GEO. KISSAM & CO., 


253 Broadway, N. Y. 
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11 Hundred 
and Eleven 


During the month of March 
I received one thousand one hundred 
and eleven orders, all from the United 
States, covering from Maine to California. 
Every one of them was accompanied by 
the cash, otherwise I would not ship the 
inks. The following editorial appeared 
in last week’s issue of Printers’ Ink. 


“If your advertisements sell goods in New York 
City, they will sell them anywhere on earth.” 


I can verify this statement, as I 
received 783 orders in March, from 
New York City, which proves con- 
clusively that my goods are “Best liked 
where best known.” Where my inks 
are not found as represented, I am 
always glad to refund the money, and 
pay all freight or express charges. Try 
me on a sample order or send for my 
price list and printed specimens. 


Address, 
PRINTERS INK JONSON, 8 Spruce St., N. Y. 
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Indications of Progress 


Since the first of the current year one promi- 
nent Southern newspaper has added to its 
mechanical facilities one Double Supplement 
Hoe Color Perfecting Press, a complete plant 
of Mergenthaler Linotypes, and a brand new 
equipment of type and machinery for all other 
branches of the mechanical department. The 
same journal has moved into a new building, 
which is the best appointed newspaper build- 
ing in the South. In fact, enterprise and 
capital have put 


. The.. 


Louisville Commercial 


Abreast of the best of Southern or Western 
newspapers. Eastern advertisers who culti- 
vate the Southern field should communicate, 
relative to THE COMMERCIAL, with 


N. M. SHEFFIELD, 
No. 85 TRIBUNE BUILDING, - - NEW YORK. 





WE HAVE FOR SALE 


One Presto Hoe Perfecting Press at a bargain. 
For particulars address THE LovIsvILLE COMMERCIAL, 
Louisville, Ky. 
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THE REPUBLIC. 


St. Louis, Moy, March 28, 1898. 


Messrs. Geo. P. Rowell & Company, 
Publishers American Newspaper Directory, 
New York City. 


THE REPUBLIC has always had its circulation 
quoted in the American Newspaper Directory exactly as the figures 
have been reported. We have endeavored to find out the manner in 
which the Editor of the Directory wanted the details of our cir=- 
culation stated and have conformed.to instructions, always making 
the form of statement that would bring us the highest form of rating 
given by the Directory. THE REPUBLIC has not been an advertiser 
in the American Newspaper Directory for many years, or, indeed, in 
any of the other similar publications issued by advertising agents, 
but it has never found that this pelicy has had any bearing on 
its circulation rating. 

Very truly yours, 


Editor & Gen‘ Manager. 





The president of the American Newspaper Publishers’ Asso- 
ciation never has any difficulty about getting the circulation of 
his paper correctly rated in the American Newspaper Directory. 

No honest man ever has had any difficulty about having his 
circulation rating correctly reported in the American Newspaper 
Directory. But there are a great many other men who do have 
lots of trouble about getting what they call a correct rating in 
the Directory, and it sometimes seems as though as time goes on 
they have more trouble—and more—and more—and more. 
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Experiments are Risky 








But if you want to try a small campaign of 
advertising where the risk will be reduced to 
a minimum invest your money in space in the 


OHIO SELECT LIST 








Every newspaper in this list has a field of 


its own which it thoroughly covers. 


Each 


circulates among the most intelligent, pros- 
perous, up-to-daté people. 
advertising in the Onto SeELect List will 
demonstrate the merits or going qualities of 
any article you have to sell. 
the cost of producing and delivering the 
space. Correspond with each paper. 


Akron, 
Beacon-Journal. 


Ashtabula, 


Beacon. 
Bellefontaine, 

Index. 
Bucyrus, 

Telegraph. 
Cambridge, 


Jeffersonian. 
Defiance, 


Republican-Express, 


East Liverpool, 
Crisis. 


Findlay, 


Gallipolis, 


Journal. 


Hamilton, 
Republican-News. 


Ir onton, 
lrontonian. 





Kenton, 
News. 


Lancaster, 
Eagle. 

Lima, 
Times-Democrat. 


Mansfield, 


Marietta, 
Register. 


Marion, 
Star. 


Massillon, 
Independent, 


Mt. Vernon, 
News. 


Newark, 
Tribune. 


Norwalk, 
Reflector. 


Piqua, 
Call. 





A campaign of 


Rates based on 


Portsmouth, 


Times. 


Salem, 


Sandusky, 
Register, 


Sidney, 


Democrat-News. 


Springfield, 


Republic-Times. 


Warren, 
Chronicle. 


Wooster, 
Republican. 


Xenia, 
Gazette and 
Torchlight. 


Youngstown, 


Vindicator, 


Zanesville, 
Courier. 
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Newspaper men who desire to attract the 
attention of Proprietors of Schools and 
othér Educational Institutions to the merits 
of their publications as mediums for their 
advertisements would do well to avail them- 
selves of the special School number of 
PRINTERS’ INK for May 25th, which will 
go to nearly every Educational Institution 
in the United States. The edition will be 
above 25,000 copies, and will afford an op- 
portunity for placing arguments where those 
interested in advertising Schools will see 
them at the very time when they are mak- 
ing plans for advertising intended to inter- 
est the possible pupils for next term. 


CHOOLS 


ADVERTISING RATES 
FOR THE SPECIAL EDITION ABOVE ANNOUNCED: 








Classified Advertisements (no display), 26 cents a line. 
Displayed Advertisements, 60 cents a line, or $100 a page. 
Special positions, 25 per cent extra, if granted. 


JUBILEE NUMBER 
The issue of Printers’ Inx for July 6, 1898, will be first number for the eleventh 
year, and will be a Special Jubilee Edition. 


Special Rates for the Special Editions: One Page in Both Issues, 
$200 net; One-quarter Page in the Two Issues, $50 net. 











i. The Biggest 
Liar Wins 


sometimes—but we want a 


Do 


truthful, hustling representa- 


tive in every manufacturing 


Peoeee>oe> 


city who can get advertising. 
We want him to investigate 

thoroughly before he begins 

work—then he can know what 


he talks about. 


Are you the man? 


Then write to M., 
NEW IDEA PUBLISHING CO., 


a & 638 Broadway, - e e New York. 


YIN 
YIN 
A 
YIN 
YIN 
YIN 
A 
A 
YIN 
YIN 





The Giant of <GxSoxGxo- 
The Five-Cent Magazines 


THE 


HALF HOUR 


The best and cheapest monthly pub- 
lished. 
As attractive and as interesting as 
many of the more expensive magazines, 


NOTHING LIKE IT 
FOR THE MONEY. 


Advertisers report a large number of 
replies from the HALF HOUR. 

Advertise now in the HALF HOUR 
and get the benefit of low rates and 
rapidly increasing circulation, 

Your regular agent will quote you 
prices, or write to us direct. Copies of 
the HALF HOUR on all news-stands 
throughout the country. 

Please send for sample copy and rates. 


y 
George Munro’s Sons, 


47 to 27 Vandewater Street, 
New York. 








Advice 
S of all kinds 


uggestions 
for the improvement o 


your gavertising- 


- 
ie GIBBS & WILLIAMS CO 
83 WILLIAM ST NEW YORK 
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ADVERTISERS 


Your list is 
not complete 
unless it includes the 


Nickell Magazine 


The only standard, high-grade five-cent Magazine in 
the country. 

We ask you to compare the NICKELL with any Maga- 
zine in the land; on its excellent literary attainment, 
artistic composition, paper, press work and general tone 
and quality, it is second to none and is most certainly, 
considering value given, the Magazine of the century. 

With June number begins the greatest serial of the 
year, “The Countess of Tekla,” by Robert Barr. 

This exciting and splendidly written story, undoubtedly 
the author’s greatest, will create immense interest amongst 
the reading public, and prove veritable “Three League 
Shoes” to the NICKELL in its already rapid march to the 
front in Magazine circulation. 

Over 300,000 people live in the homes now visited by 
the NICKELL MAGAZINE and this list is being added to 
daily. If you want those readers as customers, the 
NICKELL will give your goods an introduction that will be 


effective and lasting. 


A guarantee with each month’s issue. 
Send at once for sample copy and rate card. 


Nickell Magazine, 
4 Alden Court, Boston, Mass. 





: 
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KANSAS IN 1897 


Value of Agricultural Products, . $136,335,258 
Value of Live Stock, . .... 94,074,885 


IF YOU HAVE SOMETHING No State in the Union offers a more 
promising field for-you in 1898 than 
TO SELL THAT IS the Sunflower State. If you want 








USED BY THE FARMERS _ ‘° get your share of the business, and | 





have anything to say about your ad- 
vantages, the way to get such a statement before the best farmers of 
Kansas is to publish it in 


The 
Semi=Weekly 
Capital 


THE FARMERS’ NEWSPAPER OF KANSAS. 
THE SEMI-WEEKLY CAPITAL IS_ It is read not only by more 


Kansas farmers than any other 
THE LEADING FARM AND paper published, but by the 
FAMILY NEWSPAPER OF KANSAS best class of farmers through- 
out the State. 

In all the political storms of the last five years The Semi- 
Weekly Capital has appealed to the successful farmers, and not to 
the failures and calamityites. It advocated a gold standard three 
years before the St. Louis convention adopted its platform. The 
readers of The Semi-Weekly Capital believe that success and 
prosperity are due to intelligent farming and hard work, and not to 
visionary government schemes. Last year’s crops and this year’s 
promise warrant the expenditure of money for machinery and farm 
implements on the farms and in the homes of Kansas farmers as a 
business proposition. 

IN KANSAS no daily, weekly or semi-weekly paper is credited 
with so large a circulation as thut accorded the Topeka Semi- 
Weekly Capital by the American Newspaper Directory. 


IN ALL AMERICA but five other semi-weeklies have credit for 
so large a circulation as is accorde y the American News- 
paper Directory to the Semi-Weekly Capital. 


Average Circulation for 1897, 15,953 Copies Each Issue. 


The Semi-Weekly Capital goes to over 1,300 post-offices and every county in Kansas. 


THE S. C. BECKWITH SPECIAL AGENCY, 


Sole Agents Foreign Advertising. 
EASTERN AGENCY, WESTERN BUSINESS OFFICE, 
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sees the Tacoma daily LEepceEr the most en- 
terprising newspaper published in the State 
of Washington. 


: 
4 
é 
é 
é 





NEW SUBSCRIBERS 


3 SOO added to its subscription 
9° 


list since July, 1897. : 


55 
Sos | 
ft 
é 
* 
é 
4 
; 





Circulation guaranteed by the Advertisers’ 
Guarantee Company, of Chicago. 
SCVVVSVOSSSSSSSssssse|)d 
SHIPS start from. . . .| 
MINERS start from. . . 


OUTFITS are bought in 
TRADE controlled by . 


KLONDIKE cou'smesw.-”} To 
GOLD smelted in.... 


INFORMATION pub- 
lished in the LEDGER 
of : 








The people of the State of Washington have 
¢ plenty of money this year. The crops were 
¢ enormous and prices are high. Industries of 

all kinds are flourishing and prosperity is here. ° 


é 
¢ To reach the people of this great coast 
the TACOMA LEDGER is the means. 


THE S. C. BECKWITH SPECIAL AGENCY, 
NEW YORK. CHICAGO. 


SOVSVSVSSSSSsesssesssessesesesesesssnd 





pfeecaccacacen, 


When It Had 
200,000 People 














Arkansas Was 40 Years Old 
Illinois Was 30 Years Old 
Iissouri Was 30 Years Old 
lowa Was 20 Years Old 
Nebraska Was 20 Years Old 
Kansas Was 15 Years Old 
Oklahoma Was 6 Years Old 


AX 
ZN 
gN 
AX 
IX 
YN 
ZN 
iN 
ee Peon Nip toy oom 
hae. tae: Wichita. During the year, rs 
Wichita Eagle Printed YN 
YN 

AN 

ZN 

IX 

YN 

YN 

YN 

ZN 
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1,389 Columns 
of Oklahoma Dispatches 








No other Associated Press Daily Printed 
One.Tenth that amount. The EAGLE 
will print more Columns in 1898—and 
the EAGLE is the Daily Oklahoma 


reads. 


R. P. MIURDOCK, 


Business oan 
melee 


The S. C. Beckwith Special Agency, 


Vv 
V 
V 
V 
V 
V 
V 
V 
V 
V 
V 
V 
VY 
V 
V 
V 
V 
VY 
V 
V 
V 
V 
V 
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*‘ The Rookery,’’ Chicago. 
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The 
Anaconda - Standard 


Is the one great paper of Montana and 
Cental Henhivest.”.. 4.4 Giwns . < 


The Anaconda Standard of Anaconda, 

The Anaconda Standard of Butte, 

The Anaconda Standard of Montana, 

The Anaconda Standard of the Pacific Northwest. 


The ANACONDA STANDARD is recognized as 
the one great newspaper in the Northwest. 


HE STANDARD’s paid circulation, with one exception, is greater 

than that of any other newspaper published in Oregon, Idaho, 

Utah, Washington, Wyoming, the Dakotas or Montana. The 

STANDARD publishes 10 or 12 pages daily, 16 or 20 pages Sunday, 

and its mechanical equipment is unequaled in the Northwest—a new 

Hoe perfecting press, a battery of Linotype machines, a complete 
modern plant. : 


The ANACONDA STANDARD guarantees its 
advertisers a bona fide paid circulation, Daily and Sun- 
day, three times greater than that of any other news- 
paper published in the State of Montana. Advertising 
contracts will be made subject to this guarantee. 


Daily Average, 9,164. Sunday. Average, 10,214. 


The sworn semi-annual circulation of the STanparp for the six months 
ending December 31, 1897, was as follows: 


July, \ a 7 280,440 | October, . ‘ 4 279,248 
August, . . . $286,526 | November, . . 276,145 
September, .  . 270,180 | December, . «sare 


ele ented 1,686,214 

Present Circulation: . . . Daily, 10,000; Sunday, 11,000 
THE S. C. BECKWITH SPECIAL AGENCY, 

Sole Agents Foreign Advertising, NEW YORK AND CHICAGO. 
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FOR CHILDREN! 


Giihig bey, Mek 9%i0t 


Afaat Crue sulla? 
tiated Mt yoo Mamet bb tann he TA nos BARS ope 3 
or hy Cnet Query Cas sadljedin, Slates Ue. Coe” ha! Daath » hae) feed 


P- h-<carg —— Ripans Tabules—One 
white, and whenont can buy Gives Relief Just as 
ten bor five cents ie» better yood for childten as 
for grown people, 25> ees Waain weeny 
RIPANS TABULES . RIPANS TABULES RIPANS TABULES, 


== 
pa ae UES opEe ° 
‘RIPANS TABULES 


pO ie nan Se arc 21s A ues BE acon eT 
Pe a ot SY 253% CiSE SSeS 
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A physician in an inland town, not so very far from Syracuse, relates the 
following experience: ‘‘A short time ago I had a conversation in my office 
with a general agent of one of the large life insurance companies of New York 
City. Now, life insurance agents, naturally, from their business and their 
contact with doctors, become quite familiar with things medical. This agent, 
while talking with me about some examinations, dropped a few remarks about 
suffering with attacks of indigestion. I happened to have a bottle of the 
Roosevelt Hospital rhubarb and ipecac tablets standing on my desk and told 
him they would be a good thing for him to take when such attacks occurred. 
He laughed and said: ‘Oh, Doctor, I know something that beats that all to 
pieces, and that is Ripans Tabules. I take them myself whenever I find I 
need them, and know all about them. They are very much like the Roosevelt 
Hospital tablets, only they are a great improvement over that formula, as 
they have some additions which make them a much better remedy.’ I told 
him,” said the doctor, ** that I agreed with him and I have related the con- 
versation, because it seems to me the ideas expressed are just what are required 
to make an excellent advertisement for Ripans Tabules.”’ 

A new style packet containing TEN RIPANS TABULES in a paper carton (without glass) is now for 
sale at some drug stores—FOR FIVE CENTS. ihis low-priced sort is intended for the poor and the 
eight cents to the Kirans CHEMICAL COMPANY, No, 10 Spruce Street, New-York, oF « single carton 

grocers, general store- 


(TEN TABULES) will be sent for five cents. | IPANS TABULES may also be had of 
keepers, news agents and at liquor stures a..u Larber shops. 
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ere is no charge 


POO eeeereesses coooes = 


DEPARTMENT OF CRITICISM. 
‘By Charles Austin Bates. 


Readers of PRINTERS’ INK may send to this department advertisements, booklets, cata- 
earnest 


crfusinn. 


jans for advertising. As many as ble will receive full, honest, 
for it. Prinens’ IK" eae” 


* pays the freight.” 








Marcu 26, 1898. 
Mr. Charles Austin Bates, New York: 

I inclose a copy of the advertisement as it 
was printed in the papers last summer. Over 
thirty different advertisements appeared in 
the Avening Post during August and Sep- 
tember, 1897, and I think these the best work 
I have ever done. The result was nothing. 
The question I should like to see answered 
is: Why was there no return? Perhaps you 
can answer it. I inclose a copy of a few of 
my advertisements. I send you also a copy 
of my school pamphlet. Yours very truly, 

Henry W. SIGLar. 


Mr. Siglar has written a lot of im- 
itation ‘‘ Powers ”’ ads. 

I don’t know whether or not Powers’ 
advertising would be good for a school. 
It probably would, but it ought to be 
the real thing, and not an imitation. 
Mr. Powers has a very distinct style of 
his own, and I do not believe it is a 
style that can be learned by any one 
else. Itis a part of the man. When 
he uses it, it is allright. 'Whensome- 
body else imitates it, it is likely to be 
wrong. It is likely to have the sound 
and not the sense. 

One of the ads sent me is: 


The Siglar School. 


30 Boys. $600 a Year. 

To fit a boy for college: Catch him young, 
give him six years in Latin, three in Greek, 
andthe restto match. But first send for my 
pamphlets. 

HENRY W., SIGLAR, 
Newburgh-on-Hudson, N. Y. 

_ This may be a good ad, but I doubt 
it. It sounds entirely too jokey. It 
talks about the boy as if he were a 
wild animal. Now he may be a wild 
animal, but his parents don’t think so. 
They may agree that he is ‘‘full of 
animal spirits,” but they want him 
treated with a good deal of considera- 
tion. This ad sounds as if he were 
going to be dealt with very strictly. It 
sounds as if he were going to be trained 
distinctly by rule and that his natural 
inclinations and predispositions were 
to be rigorously repressed: The ad 
makes me think that by the time the 
boy got through nine years at Siglar’s 
School he would have about all of the 
individuality trained out of him. I 
don’t believe this ad represents the 
school. I have an impression that it 








is a pretty good school. The ad doesn’t 
do it justice. 
Here is another ad in this series : 


The Siglar School. 


30 Boys. $600 a Year. 

Thirty-fifth Year B« gins Sept. 14, 1897. 

I suppose my school is unlike any other, 
and went I say of it in an advertisement is 
sure to be misunderstood or half understood. 
If you have my sort of a boy you should 
have my pamphlet. 

HENRY W. SIGLAR, Newburgh, N. Y. 


All right, perhaps the school is un- 
like any other, but ow is it unlike the 
others ? 

In the entire series of fourteen ads 
that I have before me I find no state- 
ments of what is done for the boy in 
the school, except that he gets six 
years of Latin and three years of 
Greek. 

None of the ads say just why the 
boy should be sent to Siglar’s School 
rather than to some other school. 

The ads all try to elicit requests for 
Mr. Siglar’s pamphlet. That is very 
good as far as it goes, but before I 
send a request for the pamphlet I must 
be made to believe that the pamphlet 
is going to be interesting—that it con- 
tains information that I should have. 

A great many schools advertise, but 
the school that gets the boys must be 
the school that is advertised in an at- 
tractive way. 

The advertisements should tell why 
the school is desirable, just the same 
as an advertisement of soap should tell 
why the soap is desirable. The ad- 
vertisement ought to tell at least a part 
of the story. 

Advertising is one of the conven- 
iences of business. It is designed to 
tell people where to obtain desirable 
things. It increases the ease with 
which these things may be secured. 
The more easy it makes this operation 
the better advertising it is. 

An ad that gives no information ex- 
cept the fact that a booklet may be had 
for the asking is a very poor sort of an 
ad. The a:! ought to be practically 
the beginning of a thrilling story ‘‘con- 
tinued in our catalogue.’’ 
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Here is another ad that makes the 
reader work too hard : 


61 
This is the reading matter of the bad 


ad: 





The Siglar School. 


30 BOYS. $600 A YEAR. 

If you missed the road at the fork, turn the 
first corner; you may be now at the corner; 
don’t neglect the opportunity to start your 
boy right. You will find hints to parents in 
my pamphlet, Shall I send it? 35th year 
begins Sept. 14th. 

HENRY W. SIGLAR, Newburgh, N. Y. 

It is not the province of an ad to 
stimulate intellectual activity. An ad 
should supply the universal craving 
for information. 

I presume that the first two sen- 
tences of this last ad contain something 
in the way of a simile which, if fol- 
lowed out, would result in some very 
pretty thoughts. 

But what's the use? 

What we want to know is what sort 
of a school is run by Mr. Henry W. 
Siglar. We don’t care anything about 
‘*forks”’ and ‘‘corners’’ and things of 
that sort. We have made our money 
packing pork out in Cincinnati, and we 
propose that “‘ Jimmy” shall have a 
good deal better education than we 
ever had. Wenever had time to study. 
Certainly, we never had time to read or 
philosophize. We have been busy 
sticking pigs and stacking up money, 
and now we have got the money, 
‘‘ Jimmy” shall have the best there is 
on earth. We want to find the best 
school for him. We don’t know what 
the best school is, and that’s one of the 
things we want to be told. We want 
to be told first what makes a school 
good. 

Not one school advertisement in a 
hundred really tells anything about the 
school. Hardly one in a thousand at- 
tempts to advertise the fact that chil- 
dren ought to have more advantages 
than are given in the public schools. 
In short, they don't advertise their 
own business. They are spending 
money in newspapers and magazines, 
but they are not advertising. They 
would probably succeed just about as 
well without paying thismoney. They 
succeed because people are bound to 
send their children to school. 

People hunt up schools a good deal 
more than schools hunt up people. 

* 





The editor of the Iola Register 
sends me two ads that he has written 
for one of his customers. 

One of these ads is bad ; the other 
is worse, 


Snakes and Men 

in a great many ways do not have any 
connection with each other, but in some wa 
theydo. At certain times of the year a snake 
shakes its hide and takes on a newone. Men 
do the same way, and it is gradually growin 
time for every man in Allen County to shed 
his winter clothes and don a New Spring Suit. 

We have what we think is the nicest fine of 
Spring Clothing in Allen County. If we 
haven’t in stock what you want, we will send 
and get it for you. But the chances are that 
we can please you from our immense stock. 
The prices are right. 

ANDERSON & DeCLUTE, 
THE CLOTHIERS. 

If this ad were cut directly in two, 
and all the part about ‘‘snakes and 
men ’’ was omitted, and it started right 
off by saying, ‘‘ A new spring suit,’’ it 
would be improved Ioo per cent. 

‘*Snakes and men’”’ have nothing 
whatever to do witha man who is look- 
ing for a new spring suit. If it sug- 
gests anything, it suggests a whisky ad. 

It is another evidence of the tend- 
ency of nine out of ten men to goa 
long ways looking for something strik- 
ing with whic» to commence their ads 
instead of staying right at home and 
talking business. 

If a man who wanted a spring suit 
should go into the store of Anderson 
& DeCiute, they would not begin talk- 
ing about the interesting zoological 
fact that a snake sheds its hide every 
year. No, they would go to work 
showing this man what suits they had, 
and telling him how good they were 
and what they were worth, and that is 
just what they should do in their ads. 

The last half of this ad, just as it 
stands, with the addition of a few 
prices instead of the phrase, ‘‘ The 
prices are right,’’ would make as good 
an ad as could be made. 

As I said, the other ad is worse. I 
give here the reading matter of it: 


In the Bosom 

is where you want your shirts to be 
soft during the spring and summer months. 
We have just received an elegant line of Silk 
Bosoms in all the latest colors. With one of 
these on you will be the ~~ of your family 
if you have one, and of your sweetheart it 
you haven’t a family. A well-dressed man 
always commands the respect of everybody, 
thereby getting into the “ bosom” of his 
friends, and that is the place to be. 

The only way to get there is to come toour 
store, where you can always find the latest 
in Men’s Furnishing Goods. 

ANDERSON & DeCLUTE, 
THE CLOTHIERS. 


It is worse because the writer tried 






























































aS BA hee cae el 


2 we a A LN TORT a 





62 


harder to be clever and said even less 
about the goods. 

There is no reason why Anderson & 
DeClute should pay money for news- 
paper space to inform the people of 

ola that ‘‘ in the bosom of your family 
is the place to be.” 

The writer must have rewritten this 
ad several times in order to work this 

hrase in in the way he has got it, and 
in so doing he managed to say nothing 
whatever about the summer shirts ex- 
cept that they have bosoms, which 
most shirts do. He doesn’t tell the 
prices or the colors or anything about 
them that a man buying shirts would 
want to know. And there are a whole 
lot of men who haven’t any family to 
be in the bosom of, who would prob- 
ably appreciate an elegant line of silk 
shirts. 

The hardest kind of an ad to write 
is the simplest, and that is the best. 
It is just to start right off and say what 
you have to say, and stop when you 
get through. ** 





“THe TELLURIDE JOURNAL.” 
Textiuripg, Col., March 14, 1898. 
Editor of Printers’ Ink: 

I have been a reader of your bright little 
journal for several years and am a large user 
of ideas from your ready-made ads depart- 
ment. I am an ad man who must set and 
find my own copy for a number of ads each 
week. Often enough I do not have time to 
have ideas of my own. When such is the 
case it is very convenient to turn to Print- 
Ers’ INK. 

Infrequently I do have an idea of my own, 
and [ inclose herewith several insurance ads 
which are original, so far as I am concerned, 
and have been somewhat widely copied by 
our exchanges. 

They are numbered in the order of their 
appearance in the Yournal. The last one, 
“Come In Out of the Wet,” is now running 
in the paper and has only been in type two or 
three deve. They show a little what can be 
done by a printer with the material under his 
hand if he be given only a little chance to 
work out his own ideas. Under the general 
drive rule prevalent in most print shops a 
man is not supposed to think. Yours, 

Eri BiGELow. 


The display in Mr. Bigelow’s ad- 
vertisements is quite ingenious. In 
one, for instance, he has a pretty good 
representation of a ‘‘cannon”’ stove 
made of brass rule. In the next ad 
this same brass rule is scattered over 
the space; the stove pipe in one part 
of the ad, and pieces of the stove in 
other parts. The catch-line of this ad 
is, ‘‘ Stoves Explode Sometimes.” 

In another ad the type is set in the 
shape of a lamp. 

And in another the shape of an um- 
brella. ‘ 
The reading matter is very good. 


PRINTERS’ INK, 


I reproduce the lamp ad : 





HAVE IT INSURED 


KEROSENE 
Jamps are all 
right just as 
long as they 
are all right 
but  ofttimes 
you suppose 
them to be all 
right when, in 
fact, they are 
all wrong. You 
don’t find it out 
until after the fire 
and then you can’t 
imagine how it 
came to explode. 
Accidents will 
happen 
and the 
only way to be 
ABSOLUTELY 
safe is to 
have it 
INSURED 
There are a thousand and one 
ways by which your property may 
take fire and be destroyed—the 
savings of a lifetime perhaps 
in a few minutes vanish into 
thin air. Why not be on the 
safe side? Have insurance 
written out immediately in 
reliable companies, Be the 
value of your property great or 
small you can’t afford to risk it for 
it is your all 


CHAS. F. PAINTER 
General Insurance Agent 


Will write your policy in reliable companies. 
Office opposite Sheridan Hotel. 





This sort of display can be used in 
advertising a great many different 
kinds of businesses. It is usually 
pretty effective. At the same time, I 
don’t believe it is as good as good dis- 
play lines and real pictures. When 
suitable illustrations can be secured so 
cheaply as they can now there is no 
excuse for being without them. A 
good illustration takes the place of dis- 
play type. If you have a good cut 
you don’t have to bother so much 
about your head-lines. With an at- 
tractive illustration, ten point body 
type and a nonpareil border you can 
get all the display that you want in an 
ordinary single or double column ad. 
The illustration in most cases would 
cost less than the time it takes to twist 
rule or to set the type in the shape of 
a lamp or other object. 
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This is Worth Money. —-_/- 


W. D. BOYCE CO., 
Boyce Building. 
GENTLEMEN : 

Please reserve space for us in Boyce’s MONTHLY 
for six months, commencing with May issue and end- 
ing with October issue, at the present rate, $1.25 per 
agate line. We are not obligated hereby to use any 
space if we do not wish to, but are to have the present 
rate on whatever business we send you either direct or 
through an advertising agency. 
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BOYCE’S MONTHLY, 
500,000 Copies [onthly 


Present Rate, $5.25 per line. 
Rate after April 15, $1.60 per line. 


BOYCE’S BIG WEEKLIES, 
600,000 Copies Weekly 


$1.60 per agate line. No discounts 


W. D. BOYCE CO., Boyce Bidg., Chicago. 
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16,558 Wants Gained 
in March, 1898. 

















The Journal. 


One paper has been unearthed that is 
able to compete with the Chicago (lIIl.) 
Record in its one-seventeenth of a cent 
per line per thousand rate accorded to the 
advertisements of the Ripans Chemical Co. 

That one paper is the New York 
Journal. 

In the New York /ournal the same 
company have the same contract at one- 
twentieth of a cent per line. 

Ridiculously low as the price seems, the 
Ripans Chemical Co. find they have to 
send to the Journal a check for between 
$3,000 and $4,000 a month to keep the 
account even. 

But that is the reason why the Ripans 
Tabules are outselling any other propri- 
etary medicine in New York to-day.— 
Printers’ Ink, April 6, 1898. 














Journal Wants 
Bring Quick Results. 





